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THE REGENT 


PRESENTS tts new home 


At Number la, Chesterfield Street (in the heart of London's 
Mayfair) stand the new premises of the Regent Club. By courtesy 
of Odhams Press Ltd., who have kindly presented this page for 
the purpose, we show here some photographs of the Club premises. 


With the opening of la, Chesterfield Street, the 
Regent Club becomes in an even fuller sense a 
social and professional centre for people in 
advertising. Three course luncheons can be 
obtained there for as little as half a crown. 
Drinks can be had at the new bar (the gift of Courage & 
Company Ltd.) at very reasonable prices. Members have 
the use of the largest library of advertising books in the 
country, can join in the educational classes and social 
activities of the Club, and can meet here their fellows in 
every branch of the advertising business. 


If you are already a member come and enjoy your new 
Club home. If you are not a member call and see Miss Dods, 
the Club Manageress, who will be pleased to show you 
round 
PW MWEWRES wR UE we TWO GUINEAS PER 
INNUM FOR SENIORS AND ONE GUINEA PER ANNUM 
FOR THOSE UNDER 21 


The Club bar at the 
Chesterfield Street end 
of the lounge Beer 
wines and spirits are 
vided here at 
sonable prices by a 
fonal barmar 
nsing hours 12 t 
and 6 p.m. t 
m. Cold snacks are 
btainable every 
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F. JOHN ROE LIMITED 


Incorporated Practitioners in Advertising 
ROE OUTDOOR ADVERTISING 
LIMITED 


Readers’ comments on 
‘A.W.’ Birthday articles 


Selling over the 


counter 


Sin,—-A. W. J. Lindsell- 
Stewart's interesting article (April 
16, page 118) argues that shop 
display must do the salesman’s 
job because the art of seiling over 
the counter has been lost. 

This may be true enough of 
many every-week requirements of 
the buying public, but if it ap- 
plies to all the retailer's stock he 
might as well sack his stafl and 
turn his premises into a glorified 
slot-machine. 

Not even 3-D point of sale dis- 
play (when that arrives) can take 
the place of the salesman. A 
display-piece, to Mrs. Smith, has 
no personality and hence less im- 
pact on her than the pleasant 
helptulness of the trained Auman 
salesman. 

Ihe answer, for any merchan- 
dise which ts not a staple require- 
ment of life, is for the retailer 
to find again his lost art, Mr. 
Lindsell-Stewart is right to cam- 
paign for more dynamic selling 
in showcards, to create the desire 
to purchase, but surely we must 
never suppose that more display 
is going to complete more sales. 
One might as well argue that 
higher press appropriations can 
compensate for poor distribution, 

It is up to the manufacturer, 
through his organised advertising, 
to present this necessity to the 
retailer, in, if you like, a take-it- 
or leave-it tone of voice. Other- 
wise -well, mail order is increas- 
ing because its counter-salesman- 
ship i.e. the printed postal shot 
on the breakfast-table, has learned 
its art. 

C. SIDGWICK. 
Director, 
Heala (Electro-Medical) Ltd. 


To The Editor.. 


Composition of 
mailing lists 

Sin,—What can Mr. Bourne 
possibly mean by the remark in 
his arucle (Aprii 16) “Quantity 
in a mailing list doesnt mean 
a thing?” is he not aware ol 
the tact that the combination ot 
quanlily and quality must be the 
aim Ol every eilicient direct mail 
agent? Or is he speaking tor 
those who are conscious ol the 
inadequacy of their resources? 

Not even the great Holmes 
could have told who would buy 
a product and who wouid not. 
How easy it is to speak glibly 
ol producing the raw maierial 
lor a mailing list, but Mr. Bourne 
does not scem to realise what 
such a task entails. How often 
has experience snown that tracing 
the extra 20, 50 or 100 names tor 
a mawuing list have brought those 
additional inquiries which have 
ensured the success of the cam- 
paign. Of course the task is not 
a simple one. It demands the 
maintenance of a large research 
department and a comprehensive 
library. 

For example, to find 150 
chemical plant manufacturers 1s 
child’s play, but to find the 
additional 70-100 which exist 
may take several people a whole 
week. However just those extra 
100 may bring in the orders. By 
omitting them we may rob the 
client of his greatest potential 
prospects, and, therefore, fail to 
fulfil our true function which is 
to combine quantity with quality, 
and, as far as humanly possible, 
produce mailing lists which bear 
the closest relation to the number 
of outlets actually in existence 
according to official Government 
statistics, 

A. Lyons. 
General Manager. 
British & International 
Addressing Ltd. 


‘Ghost advertising’ 


Sir,—Mr. Biggs’ excellent 
article on export advertising 
(April 16) goes to the root of the 
matter—or rather to its twin 
roots: the importance of central 
control and the most effective 
means of exercising it. 

However, perhaps the most im- 
portant words in Mr. Biggs’ 
article appear between brackets 
instead of being printed, as they 
deserve to be, in 48 pt. Caps. at 
the top of tfe article. Of the 
manufacturer who grants an 
extra discount to cover advertis- 


ing and leaves it at that he 
writes: “How the product is ad- 
vertised (if indeed it is adver- 
tised at all) is not our manufac- 
turer’s concern.” 

If indeed it is advertised at all! 
There you have the crux of the 
matter. After 25 years in export 
advertising 1 am convinced that 
no more than a small traction of 
advertising funds aliocated in this 
manner is, in fact, spent at all 
by the agents, and a fair propor- 
tion of what is spent goes in the 
form of largesse rather than ad- 
vertising. This is only to be ex- 
pected since the manulacturer, 
having washed his hands of the 
whole aflair and congratulated 
himself on being able to dispense 
with export advertising stalt, has 
no means of checking up on what 
has been done with his money. 

This “ghost advertising” which 
never sees the light of day repre- going strong 
sents, of course, a sterling loss to ' 
the manufacturer; but what is Sir,—May |, on behalf of the 
worse is the fact that it ajso Publicity Club of London, send 
represents a loss of foreign cur- YOU congratulations and greetings 
rency to the nation, on your 40th anniversary. 

It is surely anomalous that The Publicity Club of London 
while the bona fide export adver- alo celebenics Hs 60th Uirtieay 
tiser must satisfy the Treasury in this Coronation Year. I know 
with good reasons before being that your reports of our meetings 
allowed the necessary currency to 
pay for advertising which has 
been published, there seems to be 
no difficulty about allowing a dis- 
count—which is equivalent to 
paying out foreign currency—in 
respect of advertising which has 
not been published and probably 
never will be. 

FRANK J. LEVENS. 
Managing Director, 
Joshua B. Powers Ltd. 


COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.|. 20 St. Ann's Square 
Grosvenor 8228 Blackfriars 9786: 


of the 40th Anniversary issue 

available to D.A.A. candidates. 
F. W. JEPKINS. 

Education Officer, 

Society of Diploma Members 

of the Advertising Association, 


Both 40, and still 


THIS WEEK— 


Wilton Evan in the provinces— 
page 206. 


NEXT WEEK— 
Full report and pictures of the 
Advertising Association Confer- 

ence at Eastbourne. 


and activities are very closely 
followed by club members. It 
is right to say that the progress 
of the club movement has been 
much assisted by your regular 
reporting of advertising club 
news. 


Advice to diploma 


candidates 

Sir,—Having read the excellent 
articles in your 40th Anniversary 
issue I would seriously recom- Choices 
mend all candidates for the forth- 5 plicity Cl il 
coming D.A.A. examinations to waaay ee ee Lae. 
read these articles as part of their ees ae 
revision work. Among the trees 


This Particularly applies to Sin,—I remember Sir William 
Students taking the advertising ssa Re Res 
; Crawford, in one of his charac- 

administration (Division A) paper wakics Isive ge . . 
and the campaign planning (Divi- ee eee, wenereen See 
cnet gy A ge 8 f the Placing his hand on my _ back 
psc a pa eoegain on - eet hes . ne and saying: “Go up to Kensing- 
slits gf = in connecion ton Gardens and sit among the 
parece. trees if you feel you can do better 


It is, unfortunately, true that work there than here... I want 
not all students invest in their something good!” 
H.E.C. 


trade press. May | therefore 
a eal to employ rs, executives, 

PP te Hang lop (Name and address supplied) 
%* More Letters on page 22! 


IVAN F. LUCKIN. 


lecturers, publicity club officers 
and others to make their copies 


SELL THE RETAILER FIRST, —in... 
7 


The Specialised Trade Journal is the most economical 
way yet devised to sell your merchandise to the Buyer 


Apply for particulars to Advertisement Manager, UNDERWEAR & STOCKINGS, 47 Hertford Street, Mayfair, London, W.!. Tel.: REG 7557/8 


UNDERWEAR & 
STOCKINGS 
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extends cordial wishes for the success of the Eastbourne Conference. May 
the sun shine, the speeches sparkle and the discussions reflect the brilliance 
of the present generation in advertising. 
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STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2. TEMPLE BAR 4363 (40 Lines) 
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I Follow the pram to wphote ris basiest—the ho 4 children. Speak 


directly to the Buyer-in-Chief through the pages of WIFE AND HOME, her valued friend and 
counsellor. Covering her whole wide range of interests as mother, wife and woman, 

WIFE AND HOME is bought by over 300,000 such women every month. At the rate of £180 per 
page, it is one of the most attractive advertising propositions in this important field. 


Wi fe and He ait e 


ONE OF THE A.P. GROUP OF WOMEN’S MONTHLY MAGAZINES 
\/- MONTHLY + PAGE RATE £180 


i LJ iJ 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON ST., LONDON E.C.4 - CENtral 8080 
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£30,000 A YEAR SCHEME TO BOOST 
CONFIDENCE IN ADVERTISING 


Miles Thomas Report outlines 
long term policy for A.A. 


LONG TERM POLICY FOR ORGANISED ADVERTISING 


3-D specs put 
penny on post 


The Post Office has decided that 
the coloured spectacles accom- 
panying three-dimensional ad- 
vertisements are not “printed 
matter” and are therefore sub- 
ject to an extra postal charge. 

This decision—is described as an 
“unofficial tax on advertising” 
by W. F. Elliott, advertising 
manager, British Optical and 
Precision Engineers, Ltd. 

When B.O.P.E. produced a single- 
page anaglyph advertisement, 
complete with “printed specs,” 
for insertion in a trade journal, 
the Post Office decided that the 
gelatine in the spectacles could 
not be regarded as printed mat- 
ter, and that the copies of the 
journal must accordingly go 
out at letter rate. 


CORONATION SPECIAL 


Plans are now well in hand for 
the ADVERTISER'S WEEKLY Special 
Coronation Number to be pub- 
lished on Thursday, June 4, 

With this Special Number 
there will be a_ Portfolio of 
Coronation Year Advertising—a 
separately bound supplement 
illustrating examples of the best 
advertising of the year. 

The issue itself will include a 
news survey of how various 
media are used for Coronation 
advertising, and articles examin- 
ing the effectiveness of methods 
employed. 


Poster Conference 


Special arrangements are being 
made to give full editorial cover- 
age to the British Poster Adver- 
tising Association’s Conference 
to be held in June. 

Full reports and pictures will 
appear in ADVERTISER'S WEEKLY 
on June 11 and June 18 


—BASED ON A SUSTAINED ANNUAL INCOME OF £30,000 


IS OUTLINED IN THE REPORT OF THE ADVERTISING 
ASSOCIATION DEVELOPMENT COMMITTEE, UNDER THE 


CHAIRMANSHIP OF SIR MILES THOMAS. 


It is published as over 800 dele- 
gates are assembling to-day 
(Thursday) at Eastbourne, for the 
Association’s annual conference. 
On Sunday there will be an open 
discussion on the future of the 
Association, at Eastbourne, and 
the far-reaching recommendations 
of the report will doubtless be 
the main topic. 

The Development Commit- 
tee consider that the Associa- 
tion’s one over-riding object is 
to promote public confidence in 
advertising, and all its activities 
should be directed to this end. 
The Association is described as 
the one body that can be 
expected to speak for the whole 
of advertising, whether to the 
Government or the general 
public. 

Among the Committee's recom- 
mendations are: 


The director-general should 


have the full-time assistance of 
an information officer, so that a 
plan of campaign may be organ 
ised to further the interests of 
advertising in every sphere of 
our national and industrial life 

Closer contacts should 
established with other 
tions in vigilance work. 

A Public Affairs Committee 
should be formed to deal with 
increasing challenges to advertis- 
ing. 

Relationship between the A.A. 
examinations and those for the 
associateship of the LLP.A. 
should be studied to see if there 1s 
avoidable duplication, and = an 
attempt made to reach agreement 
on some ftorm of “Common 
Entrance” examination 

The scale of subscription rates 
should be revised to enable 
members to assess themselves on 
the basis of a simple formula re- 


be 
organisa- 


Sir Miles Thomas 


lated to their stake in advertising 
It is suggested the media owner 
would pay in proportion to the 
advertising revenue he receives, 
the agent in proportion to turn 
ever, and the advertiser to the 
size of his appropriation, 

The Club Development Com 


mittee should be renamed, and 
regionalised, with a smaller 
executive. 

* The Development Committee's 


report is published fully in this 
issue, beginning on the next page. 
See also “Comment” page 196. 
Programme of the Eastbourne 
Conference is detailed on page 
188. 


MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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‘MORE INCOME IS VITAL’ SAYS MILES 


THOMAS 


REPORT 


Steady income is the key 
to real progress 


— the report of the Advertising Association’s 
Development Committee, Sir Miles Thomas, the chairman, 
explained that the terms of reference calling for a three-year 
programme had not been adhered to. 

“We have not attempted to provide this,” he said, “because, 
it was obvious to my committee that the great problem was one 


of finance.” 


The report stresses that the 
Advertising Association has one 
overriding object, and all its 
activities should be directed to 
this one end—to promote public 
confidence in advertising. 

It continues: 

It should be recognised that no 
other organisation connected with 
the advertising business can 
assume this responsibility, al- 
though in the course of their own 
work, in pursuance of their own 
objectives, these other bodies can 
and do make a valuable contri 
bution. 

The Advertising Association is 
in fact what it purports to be 
an organisation representative of 
all sides of the advertising busi 
ness and not dominated by any 
one of them. 

Moreover, the Association 
enjoys the very great advantage 
that it can call so freely on the 
voluntary services of so many of 
the leading personalities—pro- 
prietors and high executives-—ot 
the industry it claims to repre- 
sent, 

When it was founded 27 
years ago, the Association pio- 
neered many of the tasks now 
so generally accepted as com- 
monplace, but which in those 
early days were untouched by 
any other organised body and 
for which the need, even the 
advantage, was then disputed. 
To-day the Association can 
take pride in those improved 
standards of advertising it has 
fought so hard to achieve and 
maintain. 

We would pay tribute to the 
friendly and co-operative spirit 
that prevails between the Adver 
tising Association and the organ 
isations which represent the 
various separate sections of the 
industry We cannot too often 
stress the fact that the Associa- 
tion embraces all sections and is 
concerned with advertising as a 
whole: the other organisations 
represent sectional interests and 
must inevitably and rightly place 
their own domestic interests first, 
whether as advertisers, as pub- 
lishers, as agents or the rest. 
These domestic interests may on 
occasion conflict, as indeed is 
only to be expected within so 
many-sided an industry as adver 
tising. 


But the Advertising Association 
must take the broad view and 
hold the wider vision. Within 
the industry it can bring together 
in sustained collaboration all who 
have a stake init. To the outside 
world it speaks for the good 
name of advertising as an essen- 
tial factor in’ a smooth and 
efficient system of distribution 

The Advertising Association 
therefore serves a vital purpose 
in British industry 

In considering the work of the 
committees responsible for the 
various activities of the Associa- 
tion, we were greatly impressed 
by the high standing and wide 
range of interest of the firms 
represented on them, as well as 
by the enthusiasm that had gone 
to the preparation of plans for 
widening the extent of their use- 
fulness to advertising, It was our 
task to examine these plans and 
comment on them, with special 
regard to the financial aspect, In 
doing so, We were struck by the 
fact that so much was being 
achieved with so little means, and 
We were convinced that with in- 
creased regular income the Asso 
ciation would be in & position to 
render service of the utmost 
value to all whose business 
depends to a greater or less extent 
on the freedom of the advertiser 
to advertise his goods or services 


Confidence in 
advertising 


Just as the overriding object of 
the Association is to promote 
public confidence in advertising, 
so the Association is the appro 
priate body to undertake public 
relations for advertising, taking 
the term “public relations” in its 
widest sense. In fact there is no 
activity in which it ts engaged 
which does not properly fall 
within this definition of its func 
tion Through its educational 
work the Association encourages 
those engaged in advertising to 
make themselves more efficient 
and so makes for more efficient 
advertising. Through the work of 
the A.L.D. it curbs abuses of the 
power of — advertising —abuses 
which can only sap public con- 
fidence in all advertising. Through 
research it produces the facts 


their task 


Members of the Develop- 
ment Committee are: 

SIR MILES THOMAS 
chairman; (vice-president, the 
Advertising Association). 

ASHLEY HAVINDEN, 
(director, W. S, Crawford 
Ltd.). 

W. R. LEATHES (manag- 
ing director, Harrods Ltd.). 

STUART MeCLEAN 
{managing director, Asso- 
ciated Newspapers Ltd.). 

NORMAN MOORE 
(chairman, S, H. Benson Ltd., 
hon. treasurer, the Advertis- 
ing Association). 

DOUGLAS SAUNDERS, 
(chairman, the J, Walter 
Thompson Co., Ltd.). 

LAURENCE P. SCOTT 
(chairman, “Manchester 
Guardian”). 

CLAUDE WALLIS (chair- 
man and managing director, 
lliffle & Sons Ltd.). 

SIR JAMES WATERLOW 
— Amalgamated Press 
Ad.). 

Their terms of reference 
were to present to the 
Council: 

(a) a review of the present 
work and the financial 
Structure of the Advertis- 
ing Association; 

(b) a programme covering a 
three-year __ peri 
expansion; 

(c) the financial implications 
of this programme and 
the method of presenting 
it to members of the 
Association in order te 
secure from them the 
necessary financial 
support, 


The men—and 3 


about advertising on which 
reasonable discussion can be 
based. Through the Parliamentary 
and Public Affairs Committee it 
can make the voice of advertis 
ing heard in the industrial, econ- 
omic and political world. It pro 
vides, through its quarterly 
journal, its annual conferences 
and so on, a forum in which the 
case for advertising can be pre- 
sented and critics answered. 
Advertising to-day is an impor 
tant factor in the national econ- 
omy, involving an annual expen- 
diture of the order of £150 
million, and the Advertising As- 
sociation has given much con- 
sideration to the urgent need for 
a continuous, well-organised pro 
gramme for combating the ill- 
informed and malicious criticism 
to which the industry is exposed. 
Unfortunately, the Association 
has found itself frustrated by lack 
of funds in its endeavours to ex- 
pand its activities in this direction. 
In industry itself it is now 
recognised that things have to be 


explained right down the line. 
In our opinion, this is even more 
essential in the case of advertis- 
ing, if only for reasons of self- 
interest, when these are measured 
against the possilfe impact of 
legislative attitudes on the part 
of future Governments. 

As indicated in the para- 
graphs concerning finance, we 
do not believe any special 
funds should be raised for ad 
hoc purposes. Rather should 
the Association be enabled to 
carry on and extend its work 
within the limits of a steady 
but increased subscription 
income. 

We consider it urgently 
necessary that the Director- 
General should have the full- 
time assistance of an Informa- 
tion Officer so that a plan of 
campaign may be organised to 
further the interests of adver- 
tising in every sphere of our 
national and industrial life. 


Vigilance 

What is now known as the Ad 
vertisement Investigation Depart 
ment represents the earliest speci 
fic step taken by advertising to 
put its own house in order, The 
National Vigilance Committee 
was absorbed into the Advertising 
Association when the latter was 
founded in 1926, and it is 
recorded that no less than 80 per 
cent of the first subscriptions re 
ceived were earmarked — for 
“Vigilance Work.” 

At that time the Association 
was the only body active in this 
field, and it is a tribute to the 
foresight and statesmanship of 
those who led the Association in 
those days that other organisa 
tions came to recognise the im- 
portance of the work and found 
it desirable to set up = similar 
departments to look after their 
own particular interests. 

It will be generally accepted 
that standards of ethics and 
good taste are more effectively 
maintained and improved by 
voluntary co-operation within an 
industry than by statutory legisla 
tion or Government control, In 
fact, so far as advertising is con- 
cerned, the industry has been in 
advance of legislation, and for 
this, much of the credit must be 
given to the ALD. 

In this necessary work the Ad 
vertising Association can only 
give guidance and advice. It has 
no power to enforce decisions, 
can exercise no sanctions It 
must rely upon the good judg 
ment of its members to accept the 
advice given. Publishers, on the 
other hand, are in a position to 
accept or refuse not only an in 
dividual advertisement but, if 
they think fit, all advertising for 
a particular advertiser or for a 
whole class of products This 
power is inherent in a free press 
and we would not suggest that 
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A.A. is urged: ‘Open vigilance 


talks’ 


can or should be delegated to 
anyone else. 

The work of the A.I.D. must 
be continued: first, because we 
believe that advertisers, agents 
and media owners are glad to be 
able to obtain disinterested advice 
from a recognised body having 
no axe of its own to grind, con- 
cerned solely with the good name 
of the advertising business: 
secondly, because there can be 
no public confidence in any in- 
dustry unless it can demonstrate 
that it has its own machinery for 
investigating and correcting 
abuses. 

We further suggest that the 
value of the A.L.D. to all sides 
of the advertising business 
would be greatly enhanced if 
there were some more regu- 
larly organised exchange of 
information between it and the 
other bodies having similar 
departments. 

We would like to see the ALD. 
develop a closer haison with the 
N.P.A and the Newspaper 
Society Joint Copy Committee, 
the Periodical Proprietors’ Asso- 
ciation and the 1.8.B.A. Vigilance 
Committee. so that a regular 
report could be given to members 
of the Association covering the 
whole of the vigilance work being 
done in the field of advertising 

We regard this as so impor- 
tant that we urge that the Ad- 
vertising Association should 
open discussions with the three 
bodies mentioned, and also 
with any others in the same 
field, with a view to making 
the service given by the Asso- 
ciation as thorough as possible. 


Public affairs 
committee 


In recent vears the actions of 
Government have had an increas- 
ing influence on business, a pro- 
cess greatly accelerated since the 
war and, in the present politico- 
economic climate, unlikely to be 
reversed. Greater interest is being 
taken by economists and _ politi- 
cians in the whole question of 
distribution, and advertising. as 
a part of the distribution function, 
is increasingly under challenge. 

We regard it as absolutely 
essential that the Association, 
representing as it does all who 
have a stake in advertising, should 
hee pa close wate h on develop 
ments over the entire national 
scene and he able to express the 
opinion of its members on any 
questions that arise dealine with 
advertising 


The Committee charged with 
this task should he named the 
Public Affairs Committee. — Its 
terms of reference should include 
all the various social, political 


COUNCIL REPRESENTATION 1952-53—COMPARATIVE TABLE 


Subscription Income Membership Repr 
aon ——— sentat 
, of Amount of on 
Total Total Council 
Advertisers 5,400 ’ 
Advertising Agents 4,851 ie 
National Newspapers 1,855 
Provincial Newspapers 827 ’ 
Periodical and Trade Press 1,030 s 
Outdoor Advertising 7s 
Printers and Blockmakers 15 | 
Publicity Clubs 143 $8 ! 
Overseas Members 74 2 
Display and Film Ex- | 
hibitors | ov 126 15 ; I 
Direct Mail | 0% 4s 07 6 i 
Market Research | o1 44 oz 2 
Personal Members } 01 25 1 . ! 
Diploma Members (a) and 
Muscellaneous Os sth = i 
1000 [£13,180 100.0 <O1 4s 
i j 


a) There are 318 diploma members who, by virtue of their membership of the Society 
of Diploma Members, are also members of the Advertising Association 


and economic developments 
which impinge on advertising. 


Education 


[he educational work of the 
Association, first started in 1928, 
has made a valuable contribu- 
tion to the deveiopment of 
modern advertising, and in these 
days of increasing specialisation 
it becomes even more important 
that the young man or woman 
should be encouraged to gain, by 
a steady course of study, a basic 
understanding of his or her 
chosen career in all its diverse 
aspects. 

There are three matters on 
which we wish to make observa- 
tions: 

(1) The relationship between 
the A.A. examinations and exam- 
inations for the Associateship of 
the LILP.A. should be examined 
to ascertain whether there is any 
avoidable duplication. The pur- 
poses of the two examinations are 
of course quite different: the 
4.A. Diploma is a record that a 
candidate has carried through a 
course of study in all branches of 
advertising and has satisfied the 
eXaminers in a series of examina- 
tions, irrespective of the nature 
of his employment, The Institute 
examinations, on the other hand, 
are a necessary step in achieving 
a professional status as a member 
of a professional body. Neverthe 
less, it does seem to us that the 
A.A. might wel] invite the Insti 
tute to consider the achievement 
of the Diploma as at least a step 
towards their Associateship, 
while the A.A. should consider 
whether an Associate might not 
be excused some part of the 
Diploma examinations. 

This proposal is far-reaching 
and may involve revision of the 
sVilabuses for the two sets of 
examinations. 

Although it would take time to 
bring the further scheme fully 
into operation, an attempt should 
nevertheless be made, in our 
opinion, to reach agreement be- 
tween the two bodies on some 


form of “Common Entrance” 
examination. 

(2) The syllabus for the 
Diploma examinations is 
thorough and the examinations 
searching, but we are not satis 
fied that they are sufficiently prac 
tical from the point of view of 
the printer and engraver. It is 
not sufficiently appreciated by ad 
vertisers or their agents that con 
ditions have changed a great 
deal since before the war, and 
that what might have been pos- 
sible in 1938 is just not possible 
to-day, Technical developments 
on the one hand, changed condi- 
tions of work on the other, make 
it highly desirable that all con- 
cerned with the production of 
advertisements should have more 
than a theoretical knowledge of 
processes gleaned from text- 
books. The Advertising Associa- 
tion should instruct its Education 
Committee to examine its syllabus 
from this point of view 

The Association should also 
give further cons deration to the 
training of commercial artists, 
especially in regard to the impor 
tance of reproduction processes. 

(3) The Education Committee, 
rightly concerned at the difficulty 
of obtaining sufficent tutors of 
high enough calibre, has sub- 
mitted to us certain proposals for 
providing visual aids (film strips, 
campaign portfolios, etc.) to be 
lent out to Clubs and other recog- 
nised bodies 

We do not believe, however, 
that the Asson iation, as an exam- 
ining body, should also give in- 
struction; the risks involved in 
attempting to combine both func- 
tions are too ereat and should 
not he incurred 

An examining body which sets 
a high standard, and which values 
the prestige attaching to its 
Diploma, should: not put itself, 
even by implication, in the posi- 
tion of providing “schoo! solu- 
tions” to its examination ques 
tions. If it does, the examination 
ceases to he a test of knowledge 
and becomes merely an exercise 
in examination technique 


The Association should. there- 


ADVERTISER'S WEEKLY 


The Council’s 
thanks 


The Council of the Adver- 
tising Association at its meet- 
ing on Monday at which the 
president, E, J, Robertson pre- 
sided, received the Report of 
the Development Committee 
recently set up under the 
chairmanship of Sir Miles 
Thomas. 

To enable delegates to the 
Eastbourne Conference to see 
the Report at the earliest pos- 
sible moment, it was agreed 
that copies should be circu- 
lated to all members of the 
Association and to the trade 
press immediately even though 
Council itself had not yet had 
time to study the Report. 

Final decisions as to its im- 
plementation must, of course, 
rest with the Council as the 
governing body of the 
Association. 

The Council unanimously 
expressed its warmest thanks 
to Sir Miles Thomas and his 
colleagues on the Develop- 
ment Committee. 


fore, keep to its original policy 
of encouraging the Local Edu- 
cation Authorities, the Clubs, 
and now the Society of Diploma 
Members, to provide facilities 
The Association, and advertis- 
ing generally, owe a deep debt of 
gratitude to those enthusiastic 
men and women who so freely 
give their time and knowledge as 
tutors and lecturers for little or 
no tangible reward. They render 
an invaluable service to advertis- 
ing and to the young people in it, 
and the Association should give 
them every encouragement, 


Research and 
statistics 


If the Advertising Association, 
as the central body representing 
all sides of advertising, is to 
carry out effectively its duty of 
promoting public confidence in 
advertising by a positive projec 
tion of what advertising is and 
does, it can do so only on the 
basis of fact 

Research is therefore an essen- 
tial part of the Association's work 
on behalf of advertising as a 
whole, and we are pleased to learn 
that the Counci! has not only ap 
proved a proposal to carry out 
for 1952 an Analysis of Adver 
tising Expenditure similar to that 
produced for 1948, but has also 
approved in principle that the 
work shall be repeated at four 
yearly intervals 

No other body in organised ad 
vertising has the breadth of in 
terest to undertake work of this 
kind, work which must be done 
if there is to be proper under 
standing within and without the 
industry of the part played by 
advertising in the national econ 
omy, or if the industry is to be 
properly equipped to answer un 


@ Continued on page 223 
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PROGRAMME FOR EASTBOURNE CONFERENCE 


Speakers will review place of 
advertising in modern society 


Friday 

(May 1) 

Subject: Advertising in the world 
of affairs. 


10 am.—12.30 p.m. Winter 
Garden, Floral Hall. Chairman 


E. J, Robertson (president, the 


Advertising Association); Con 
vener: G. D. D. Willock (F. ¢ 
Pritchard, Wood & Partners 
Ltd.). Civic welcome by the 
Mayor of Eastbourne (Ald. E. ¢ 
Martin, J.P.). Opening of Con- 
ference by the president. 

SPEAKERS Reginald Maud- 
ling, M.P. (Economic Secretary 
to the Treasury): Advertising and 
the British economy H. Nut- 
combe Hume (chairman, Charter 
house Investment Trust Ltd.): 
The new financial structure of 
husiness and its effect on advertis 
ing, S. C. Tyrrell (president, the 
Institute of Cost and Works 
Accountants): Who pays for 
advertising’ Douglas M. Saunders 
(chairman), the J. Walter Thomp 
son Co., Ltd.) will wind up for 
advertising. 


Subject: Advertising in the world 
of development, 

2.30 p.m. 4.30 p.m, Winter 
Garden, Floral Hall. Chairman 
Sir Miles Thomas (vice-president, 
the Advertising Association), 
Convenor: Clifford R. Studd 
(Illustrated Newspapers Ltd.) 


Speakers-—.The Rt, Hon. 
Aneurin Bevan, M.P. (Minister 
of Health 1945-51, Minister of 
Labour 1951): The place of con 
sumer choice in a Socialist econ 
omy. Mary Adams (B.B.C. tele 
vision service director, Home 
Intelligence, Ministry of Infor- 
mation 1940-41): Television: pro- 
gress report, KE. F. Sehumacher 
(Economic Adviser tothe 
National Coal Board): Advertis 
ing and the raw material shortage 
G. R. Pope (hon. secretary, the 
Advertising Association) will wind 
up for advertising. 


Subject: We saw it grow. 

5.30 pm. — 7 p.m. Winter 
Garden, The Pavilion, Chairman 
F. P. Bishop (vice-president, the 
Advertising Association); Con 
vener: A. Bruce MacColl (G. 8 
Rovds Ltd.). 

SPEAKERS. Fred Slaughter 
(pre-1914 ~~ assistant manager, 
The Nation), Hubert A. Oughton 
(1920's —Advertising agency exe- 
cutive): George Warden 
(1930's—-Advertising manager and 
co-founder of advertising agency); 
Leslie F. Stinton (Post-war —co- 
founder of agency formed 1946) 
Subject: Open debate. 

8.30 p.m. 10 p.m. Winter 
Garden, The Pavilion. Chairman 
lan Harvey, M.P. (director, W. S 
Crawford Ltd.); Convener: John 
Rosswick (Daily Herald) 

Motion. —— That advertising 
generally tends to underestimate 


the jntelligence of the housewife 

SPEAKERS Proposer: Miss 
Mary Grieve (editor of Woman), 
Seconder: Mrs. Alison Settle 
(The Observer), Opposer: F. C. 
Hooper (managing director, 
Schweppes Ltd.); Seconder: 
Howard Wadman (Greenlys Ltd.). 


Saturday 


(May 2) 
Subject: Advertising in modern 
society. 

10) am.—12.30 p.m. 
Garden, Floral Hal). Chairman: 
Wm. W. J. Studd (chairman, 
executive committee, Advertising 
Association); Convener: A. D. 
Davis (Armstrong-Warden Ltd.). 

SPEAKERS~—Rev, Dr. W. E. 
Sangster (Minister, Central Hall, 
Westminster): The moral aspect 
of advertising. Professor C. H. 
Waddington (Professor, Animal 
Genetics, Edinburgh University): 
Advertising and the — scientifu 
challenge to Britain. J, H. New- 
som (County Education Officer, 
Hertfordshire County Council): 
Advertising and the younger 
generation, Cyrus Ducker (direc- 
tor, London’ Press Exchange 
Ltd.) will wind up for advertising 
Subject: Advertising in the world 

of ideas. 

2.30 p.m.—4.30 p.m. Winter 
Garden, The Pavilion. Chairman 
W. Ewart Rumble (immediate 
past chairman, executive commit- 
tee, Advertising Association); 
Convener: J. R. M. Brumwell 
(Stuart Advertising Agency Ltd.) 

Speakers J. M, Richards 
(joint editor, Architectural 
Review, member, Royal Fine Art 
Commission): Whar influences 
are changing public taste, Stephen 
Potter (author, broadcaster and 
critic): The art of talking to the 
individual. E. S. Turner (author 
of The Shocking History of Ad- 
vertising!): Need advertising have 
a shocking future? P. L. Stobo 
(director, 8, H. Benson Ltd.) will 
wind up for advertising. 

Subject: Any advertising ques- 
tions? 

5.30 p.m. -7 p.m. Winter Gar- 
den, The Pavilion, Question 
Master: Ww. Donald H. 
McCullough; Convener: Clifford 
Bloxham (Clifford Bloxham & 
Partners Ltd.) 

Paneit——Guest: Miss Elizabeth 
Allan (stage, film and television). 
Advertisers: Miss Edna Shrives 
(director, Berlei (U.K.) Ltd; 
C. W. Crouch (director, T. J. 
Smith & Nephew Ltd). Agents: 
Alfred Pemberton (Alfred Pem- 
berton Ltd.). Outdoor Advertis- 
ine: G. S, Campbell (chairman, 
Franco-Signs Ltd.). Copy and 
Design: George Plante (director, 
Young & Rubicam Ltd.). Films: 
S. 8S. Wheeler (managing director, 
Theatre Publicity Ltd.). 


Winter 


Professor Cc. a, Waddington Dr. W. E. Sangster _E. F 


Sunday 


(May 3) 

Final Session—An open discus- 
sion on the future of the 
Advertising Association. 

10.15 a.m.—12.15 p.m, Winter 
Garden, The Pavilion.  Chair- 
man Norman Moore (hon. 
treasurer, Advertising Associa- 
tion); Convener: G. 3 
Willock (F. C. Pritchard, Wood 
& Partners Ltd.) 

The president of the Advertis- 
ing Association, E. J, Robertson, 
will close the Conference. 


Social programme 
All Delegates 

Vhursday, April 30 

8 p.m. Civic reception and dance 

Winter Garden: The Mayor and 
Mayoress of Eastbourne (Ald. 
E. C. Martin, J.P., and Miss 
Betty Martin) will receive dele- 
gates on arrival and will be sup- 
ported by E. J. Robertson, 
president of the Advertising 
Association, and Mrs. Robertson. 
Reception from 8 pm. to 
8.30 p.m., followed by dancing 
until midnight. There will be a 
cabaret, and prizes awarded by 
ADVERTISER'S WEEKLY for their 
Conference Opinion Poll Com- 
petition will be presented 
Refreshments will be provided. 
Saturday, May 2, 8.30 p.m. 

Buffet Dance—Winter Garden: 
A cabaret show will be presented 
by World's Press News. There 
will be a running buffet and bar 
and the only cost to delegates will 
be in respect of refreshments. 

Ladies Only 

Friday, May 1 

2.30 p.m. Coach Tour of the 
Sussex countryside arranged and 
sponsored by the directors of 
1. R. Beckett Ltd., proprietors of 
Eastbourne Gazette and East- 
hourne Herald Chronicle, Worth- 
ing Herald and Sussex County 
Magazine. Tea will be provided. 
Coaches will leave the Grand 
Hotel at 2.30 p.m. 

7.45 p.m. Ladies’ Theatre Party 
to the Devonshire Park Theatre. 
Tickets for this entertainment 
have been presented by Nursery 
World. 

Saturday May 2 

2.30 p.m. Fashion Show at the 
Grand Hote! Organised and 
presented by Condé Nast Publi- 
cations Ltd., publishers of Vogue 
and Vogue Patterns. Tea. 


gE. #. Se humacher 


Thanks... 


The Advertising Association 
has expressed thanks to Cecil D. 
Notley Advertising Ltd. for ser- 
vices in designing the programme; 
to Harrison & Sons Ltd., Hayes, 
Middlesex, for the printing, and 
Spicers Ltd. and C. & E. Layton 
Ltd., for paper and blocks; for 
floral decorations and for flowers 
for the ladies to the Amalgamated 
Press Ltd., the Art Reproduction 
‘o., Ltd., Allwood Brothers Ltd. 
and Scotts of Eastbourne; and 
for cover protographs to Aero 
Pictorial Ltd., and the County 
Borough of Eastbourne. 


ISMA conference 


Two themes will be discussed 
under the general heading, 
“Stimulating Sales Efficiency” at 
the Incorporated Sales Managers’ 
Association conference to be held 
at Torquay this week-end. 

They are: “Sales budgeting for 
a profit, not merely for volume,” 
speakers, Leonard  Hellawell 
(Jones’s Sewing Machine Co., 
Ltd.) and L. M. Alexander 
Schweppes Ltd.); and “How and 
when to switch the emphasis 
from sales cost to sales volume,” 
Noel Newsome (Harry Ferguson 
Ltd.) and R. F. Hatto (Wolf 
Electric Tools Ltd.). 

Sir Walter Monckton, Minister 
of Labour and National Service, 
who opens the conference at the 
Imperial Hotel on Saturday morn- 
ing, will speak on “Sales efficiency 
and the common good. 3 


P.R. conference 


Peter Masefield, chief execu- 
tive, British European Airways, 
will address the opening session 
of the Institute of Public Rela- 
tions’ conference at Hastings on 
Saturday, May 9. Delegates from 
several countries will attend. 


Book ads. need 


copywriters 


Book publishing advertisements 
need good copywriting just as 
much as any other kinds, accord- 
ing to S. T. Hyde, publicity man- 
ager of W. H. Smith & Son Ltd. 

He told the Society of Young 
Publishers that book advertising 
had always been poorly equipped 
iv this respect. 
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Overseas buyers in strength at Coronation 


year BIF 


LOYAL MOTIF 
IN DISPLAY 


The presence of 35 per cent 
more overseas buyers is one of 
the benefits which the Corona- 
tion is conferring on this year’s 
British Industries Fair. 


It is believed that many of the 
advance guard of visitors for the 
Coronation are taking the oppor- 
tunity of attending the Fair. 
There, in the Earls Court Section, 
they can see the model of the 
fully decorated Coronation route, 
in a Commonwealth setting. 


People in advertising and print- 
ing will find much to interest 
them among the products of 
nearly 2,500 exhibitors. Fifty 
manufacturers of printing equip- 
ment are represented with simpler 
and cheaper-to-run products. 

Not to be missed is The Times 
mobile printing house. Capable 
of producing The Times at a rate 
of more than 12,000 copies an 
hour, it is ready to preserve the 
Paper's continuity of publication 
throughout any emergency. Two 
large articulated vehicles contain 
the complete printing plant; a 
heavy lorry carries a workshop 
and stores and tows a trailer with 
diesel-electric generators of more 
than adequate capacity for the 
whole unit. Four utility trucks, 
each fitted with radio transmitters 
and receivers, are available for 
the staff. 

Typical of the excellent dis- 
play work is the Pakistan Govern- 
ment stand, which was produced 
and organised by Brewster Owen 
& Co.. to a traditional Eastern 
design by Leslie Abbott. 


At Castle Bromwich 


The Fair at Castle Bromwich, 
dealing as it does with heavy in- 
dustries, does not give so much 
opportunity to the stand designer. 
Among those worthy of mention 
however is an “office in the air” 
(British Ropes Ltd., Doncaster) 
an ingenious suspended stand sup- 
ported solely by the steel ropes 
the firm manufacturers. Covering 
an area of 1,680 feet, the stand 
incorporates office, stores and 
lounge, and is suspended about 
three feet from the ground. 
Stand construction is by City 
Display Organisation and the 
architect was John Lonsdale 
The whole idea is a more ambi- 
tious repeat of the stand con- 
structed last year by the same 
organisation, which won a dis- 
play design silver cup. 

The B.IF.’s advance publicity 
for 1954 was already well under 
way, even on press day, this year, 
and large posters around the out- 
door section gave the dates for 
the Fair next year. 


At Castle Bromwich. 


Suspended by wire ropes from two pylons is the 


stand of British Ropes, Ltd. A model of the stand is in the foreground. 


‘Future is bright, newspaper ad. 
executives are advised 


Talking Points, an information 
service digest for newspaper 
advertisement executives, is again 
being published by the News- 
paper Society after a suspension 
of three years. 

“The future is one of expand- 
ing Opportunities such as adver- 
tisement executives have not seen 
since pre-war days,” states the 
first issue. 

“Competition has returned, and 
local newspapers are back in the 
business of selling advertising 
space locally and nationally. 

“Talking Points will endeavour 
to pinpoint some of the oppor- 
tunities and some of the chal- 
lenges of the times. It will try 
to help local newspapers to 
exploit their unique position as 
the one essential link between 
the manufacturer and the retailer 
who sells his goods. 

“It will provide up-to-date and 
advance information concerning 
the retail trade, its trends and 
supplies, so that the space sales- 
man calling upon the retailer 
may be better equipped to dis- 
cuss the possibilities of successful 
advertising. It will bring news 
of national campaigns, and ideas 
for promotion.” 


Five-week campaign 
for fertiliser 
Graham Farish Ltd. have taken 


the back cover of to-morrow’s 
(Friday) issue of the Radio Times 
to launch a new plant, vegetable 
and flower fertiliser tablet, Plan- 
toids. 

Also being used are full pages in 
the trade and horticultural press 
and smaller spaces in national dailies 
and Sundays. It will be a five- 
weeks campaign costing “several 
thousand pounds.” 

Arthur Knight Co., Ltd., are the 
agents and the PR_ group of 
Foote. Cone & Belding Ltd. are 
handling the public relations side of 
the campaign, 


LESS NEWSPRINT, 
MORE READING 


Newspaper circulations are 
proportionately about twice 
as high in the United King- 
dom as in the United States. 
But the per capita consump- 
tion of newsprint is about 
three times as high in the 
U.S. as in the U.K. 

Actual figures, given in the 
Unesco report, “Basic Facts 
and Figures,” are: Daily news- 
paper circulations, per thou- 
sand inhabitants: U.K., 598; 
US., 356. Per capita con- 
sumption of newsprint (in 
kilograms): U.K., 13; U.S., 36. 


Launching a new 
motor-cycle 


Excelsior Motor Co., Ltd., will 
be using national daily and Sun- 
day newspapers as well as a wide 
range of trade and technical pub- 
lications to launch their new 
lightweight motor cycle—the 98 
c.c. Consort. 

Their publicity is handled by 
L. Graham Browne Advertising 
Ltd. of Birmingham 


American store 
boosts British 
soap in ads. 


American firms do not often 
spend money on advertising 
British goods, But Peter Lunt & 
Company Ltd, soap manufac- 
turers, of Liverpool, are delighted 
with the boost given to their pro- 
ducts in the New York Times by 
Macy's, the New York chain 
Store. 

The Macy advertisement, 
which is entirely type-set, and 
slightly larger than quarter page, 
is devoted exclusively to culogis- 
ing the quality and cheapness of 
Peter Lunt’s soap. Part of the text 
States: 

Macy's records 

our lowest price ever for 

English soap. Ten cakes for 

97 cents. Think of it! Less 

than ten cents a cake for fine 

English soap.” 

Peter Lunt, it is claimed, are 
the largest British suppliers of 
soap—outside the big combines 
to the United States. Reason for 
the newsworthy tribute to his 
firm's products is explained very 
simply by K. H. V. Day, general 
manager of the Peter Lunt Group: 
“As operators of the world’s 
most up-to-date  soap-making 
machinery we can make soap of 
the highest quality very econom- 
ically.” 

The Group's advertising in this 
country is handled by the Robert 
Freeman Company, 


SCOTT & BOWNE 
TAKE OVER THE 
STA-BLOND GROUP 


Scott & Bowne Ltd., 50 Upper 
Brook Street, London, W.1, have 
acquired the entire shareholding 
of the following group of com- 
panies: Sta-blond Laboratories 
Ltd., Roberts Pharmaceutical 
Laboratories Ltd., Health Pro 
ducts Laboratories Ltd 

Advertising agents in this 
country are Saward Baker & Co., 
Lid. (Sta-blond, Brunitex & Magi 
curl), Paul E. Derrick Advertis- 
ing Agency Ltd. (Vykmin). 


show this is 


NEW DAY-GLO CUTS COLOUR COSTS 


A new type of Day-Glo pig- 
ment that brings down the cost of 
fluorescent printing to little more 
than that for normal! colours is 
announced by Dane & Co., Ltd., 
who introduced the original Day- 
Glo to this country three years 
azo with revolutionary effect. 

The colours made from the new 
pigment are both more econom:- 
cal and easier to apply. Only one 
stroke of the squeegee is needed, 
which means decreased labour 
costs and also a considerable in- 
crease in coverage, helped by the 


use of finer mesh silks (8XX). It 
is claimed that | Ib. of the new 
colour will effectively print a 
larger area than 2 lb. of the old 
type, 

As the new colours are oil 
bound they may be reduced with 
white spirit instead of expensive 
thinners. They are said to be 
even brighter, faster to light, and 
less prone to collect dirt. 

In addition to the five shades 
previously used is a new one, 
Rocket Red, which it is claimed, 
is extremely brilliant. 
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New director 
for Editorial 
Services 


Claude Simmonds, managing di 
ector of Editorial Services” Lid 
announces that Donald Barrington- 
Hudson has joined the board and 
has been appointed general man 
ager. He os rejoining the firm in 
which he commenced his career in 
public relations under the late Si 
Basil Clarke, founder and manag 
ing director of Editorial Services 
Ltd. He takes the seat on the board 
recently held by Herbert Gunn, 
former editor of the’ Evening 
Standard and now managing editor 
of the Daily Mail 

Mr. Barrington-Hudson was for 
merly public relations officer and 
publicity manager of the Financial 
Times 

* - * 

“Bat” Mallings, advertisement 
manager of Reveille, is in the London 
Clinic for an operation. He will be 
back in his office in two or three 
weeks 

* . 

John C. Mactavish (in association 
with Will Kitchen Jr., Ltd.) has 
been appointed London representa 
tive of the Dartmouth Chronicle 
group 

7 * * 

Virginia Vernon, the manager of 
the Paris office of the Daily Mirror, 
has been awarded the’ Legion 
dHonneur, The citation states that 
Mrs. Vernon has been decorated for 
“25 years’ service to the French 
cause,” and for her achievements 
in foreign relations and her war-time 
record for the welfare of French 
troops, 


B.E.A. appointment 


P. J. Williams has been appointed 
advertising officer with — British 
Furopean Airways Previously he 
was production controller and print 
buyer for Thos. Cook & Son Ltd 
publicity department. 

* 


* * 
Stuart A. Hirst, governing directoy 
of Stuart Hirst Ltd., has been re 
elected to the council of the Leeds 
Incorporated Chamber — of 
merce, 


Com 


* * * 

Willy de Majo leaves on Tuesday 
for Bulawayo, where the Rhodes 
Centenary Exhibition is being held 

r. de Majo has designed the 4,000 
sq. ft. exhibit of the Schlesiger 
Organisation 

* a * 

R. Geoffrey Smith, joint manag- 
ing director of W. S. Cowell Ltd., 
the Ipswich printers, is flying to 
America and Canada to-day (Thurs- 
day) to negotiate important printing 
contracts there. His firm was respon 
sible for the printing of the recently 
published sixty guineas Roval Phila- 
telic Collection, published by Drop 
more Press. 

* * * 

Peter Webber is a private con 
sultant retained by Pictorial Publ 
city, not “ereative director,” as 
Stated in our issue of April 16 owing 
to an error for which ADVERTISER'S 
WEEKLY was not responsibk 


D. A. Kelsey, group art director 
of Masius & Fergusson Lid., has 
become art director at Townend 
Smith & Hardy Lid 

* * * 

Miss K. Gibberd (limes Educa 
“onal Supplement), Miss Sylvain 
Mangeot (Picture Post), and lan 
Colquhoun (News Chronicle), led a 
discussion on “The Press and Inter- 
national Understanding” as part of 
a course on “Teaching about the 
United Nations,” arranged by the 


British Council on behalf of 
UNESCO for cducationists from 
overseas 


To assist director 


Appointed to the London office of 
Wahl Asmussen & Co. as assistant 
to T. B. H. Otway, British director 
is A. R. Jefferson. He has travelled 
widely in Europe and is especially 
conversant with the Benelux coun- 
ines, an area now covered by Wahl 
Asmussen. Mr. Jefferson is stage 
managing “Out of the Whirlwind.” 
which is to be performed in West 
minsicr Abbey on July 3 in aid of 
the Abbey restoration fund 


D. Barrington- 
Hudson 


Lawrence Edgar, depuly publicity 
manager to the Daimler Co., Ltd 
has joined J. Wix & Sons, Lid 
makers of Kensitas cigarettes, as 
assistant on advertusing to the 
managing director. 


* * 
Maurice O'Flynn, Irish manage: 
for K.L.M. (Royal Dutch Airlines) 
and « member of the Council of 
the Publicity Club of Ireland, has 
becn transferred to the company’s 
regional headquarters in London to 


take charge of passenger = sales 
Orvanisation 
* * * 
Miss M. M. Martin has been 


appointed senior executive and space 
buyer for D. C. Cuthbertson & Co., 
Ltd. She first joined the firm in 
1935 under the late D. C. Cuthbert- 
son and rejoined them three years 
ugo lo take charge of the copy 
detail department 


Anything to declare? —-Why. ves — 


‘The Customs will rob you 
if. . .—Poster allegations 


A one-man war is being conducted 
through the medium of posters 
waist “petty bureaucratic high- 
handedness” and particularly against 
that of the Customs. 


Protagomst is J. M. Beable, 
chairman and managing director of 
A.A. Sites, Lid., and a_ former 
president of both the British Poster 
Advertising Association and the 
London Poster Advertising Asso- 
crtion, 

Mr. Beable claims that a Customs 
officer took from him £16 of the 
t21 he had openly declared at 

Northolt Air- 
port befor 


flying to Gib- 
raltar on holi 
day last year 


When = asked 
* i 9 


how he could 
zet the money 
back he was 
given a re- 
cept and a 


leaflet, and 
was told 

“This will ex 
plain every- 
thing.” 


* Imagine 
my surprise 
when, on 
leaflet I discovered 


J. M. Beable 
reading =the 
my money had been confiscated,” 


he said. He emphasises that he 
had not attempted to hide anything 
from the Customs and that he was 
flying to a sterling area and could 
have taken any amount out in 
travellers’ cheques 

Since then, repeated applications 
have failed to get the £16 back. He 
is merely sent another form to com- 


plete “if still aggneved 

So, at his own expense, he has 
pul up, on a_ dozen sites— at 
Waterloo Road and along the main 
roads to the airport—-posters read- 
ing: “Going abroad? Then don't 
have with you more than £5 in 
treasury notes or the Customs will 
rob you of them, even if openly 
declared.” 

Mr. Beable believes that he is not 
merely waging a war for democracy 
against bureaucrats, but also doing 
good public relations work for 
poster advertising. 


Last tribute to 
Arthur Chadwick 


Representatives of the direct mail 
world, sales managers, advertising 
clubs, the Advertising Association, 
the Rotary movement, all with which 
he had a very close link, attended a 
memorial service to Arthur Chad- 
wick, former managing director of 
Chadwick-Latz Ltd., at the Church 
of St. James Garlickhythe, E.C.4 
on Friday 

The service was conducted by 
Canon M. F. Foxell, Chaplain to the 
Worshipful Company of Needle- 
makers, of which Mr. Chadwick 
was a member of the Court. 

Ivan) Luckin, chairman of the 


Publicity Club of London. read the 
lesson. 


OBITUARY 


. 
Silvester Bolam 
Silvester Bolam 
the Daily Mirror 
his home at 


former editor ol 
died suddenly at 
Guildford on Monday 


morning. He was 47 


Virginia Vernon Roy W. 


a 


Monzani 


Will run a school 
for salesmen 


J. C. Andrews has been appointed 
io the domestic appliance division 
the English Electric Co., Ltd., to 
be responsible for sales training. A 
centre will be established at Liver- 
pool where Mr. Andrew will organ- 
ise Lraming in product presentation 
and salesmanship. These facilitics 
will be offered, on a regional basis. 
to sales staff of the company’s 
authorised dealers and of electricity 
supply centres. Prior to joining 
English Electric Mr. Andrews was 
adverusing superiniendent with 
J. Lyons & Co., Ltd., in charge of 
advertising, displays and exhibitions 
for the ice cream sales departmen 

* * * 

A. C. K. (Jock) Ware, managing 
director of A C. K. Ware (Photo 
graphs) Lid., has celebrated his 
silver wedding this month. In addi- 
tion his daughter Patricia has been 
married and celebrated her Ist 
birthday while honeymooning at 
Capri 


* * 

Roy W. Monzani has resigned his 
ippointMent as assistant advertising 
manager at Harrods Ltd. to join 
Roles & Parker Lid. as publications 
manager. Here he will be respon 
sible for the wide range of sales and 
technical literature produced by 
this agency. Mr. Monzani_ pre 
viously managed the copy detail and 
print buying sections at Charles W 
Hobson Ltd. and before the war 
held positions with Samson Clark 
& Co. utd... and the J. Walter 
Thompson Co.. Lid 


Off to the States 


H. F. Overy, managing director 
of Willing’s Press Service Lid.. is 
on his way to America and Canada 
He will be away for six weeks. Pur 
pose of Mr. Overy’s visit is to make 
1 Study of sponsored television and 
outdoor advertising He will 
contact American clients and the 
distnbutors of products marketed 
by the agency's clients in America 
and Canada 

* 


also 


* * 

S. J. Chisholm, of Glasgow. has 
been appointed advertisement repr 
sentative in Scotland tor The Tron- 
monger, The Chemist & Druggist 
and The Export Review of the 


British Drug and Chemical Indus- 
tries 


* * * 
Mrs. J. V. Pugh has been 
appointed advertisement manager 


of The Manager. She will be 
advertisement manager also, of the 
British Management’ Review. a 
quarterly, the official organ of the 
Institute of Industrial Administra- 
tion 
* * * 

Mrs. Howard Marshall has joined 

Max Reinhardt Ltd. as an editorial 


adviser 
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Every week one family out of every three in 
Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,128,887, 
the Sunday Pictorial goes into millions of 
homes all over the country. It is read by 


every adult member of the family on the best 


advertising day of the week the day they 


have time to read advertisements at leisure, 
and sales messages sink in. 

Space in the Sunday Pictorial is exceedingly 
economical, too. Compared with 1939, its 
square inch per thousand rate has increased 
much less than that of any other Sunday 


newspaper, 


reads the SUNDAY PICTORIAL every week 
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Planning committee should 


frame basic selling policy 


LIVELY DISCUSSION AT YORKSHIRE 
DIPLOMA MEMBERS’ STUDY WEEK-END 


Members of the 5.D.M.A.A. 
(Yorkshire branch) took part 
in a series of lively discussions 
on advertising policy and prac- 
tice during their fourth annual 
study week-end at Harrogate 
on Saturday and Sunday. 
Michael Wilson, branch chair- 
man, presided, and a conting- 
ent from London included the 


national chairman, A. D. Davis.. 


W. Furness, director, 
Williams (Advertising) Ltd., 
speaking on “Layout and Design,” 
expressed the view that some 
current advertising was too 
clever, in that it diverted atten- 
tion from the product, instead 
of directing attention towards it 
There was a tendency among 
designers to over-estimate the 
artistic standards of the public. 

G. M. Ashwell, chief packag- 
ing advisor, Imperial Chemical 
Industries, outlined modern meth- 
ods of packaging, and H. Brad 
ley, of John Waddington Ltd., 
Leeds, demonstrated how new 
cartons were designed to combine 
economy, attractiveness and pro 
tection for the product. 


The place of P.R. 
Cc. D. Rant, Editor of ADverR- 


Bennett 


risers WEEKLY, speaking on 
“The Place of Public Relations 
in the Advertising Campaign,” 


defined public relations as “right 
behaviour, skilfully publicised.” 
Every sales promotion problem, 
he said, should be examined to see 
whether it had a public relations 


angle that could be exploited 
Even with a campaign for a 
branded product, it was often 


possible to reinforce advertising 
by creating goodwill towards the 
manufacturer as well as towards 
the product itself, 

JA. P. Watt, associate director, 
Pritchard, Wood & Partners Ltd., 
spoke on “Campaign Planning.” 

He advocated that basic selling 
policy should be formulated by 
a planning committee COMPTISINR 
high level representatives of 
advertiser and agency. 

This committee should discuss 
broad strategy, co-ordinate pro 
duction, sales and advertising, 
observe forward trends, and ex 
change ideas, but should not deal 
with advertising = detail He 
pleaded for a more imaginative 
approach to planning. The cre 


T. B LAWRENCE LTD. 


ative side had no monopoly of 
ideas. 


Joseph Atack, national vice 
chairman, LS.M.A._— education 
committee, discussing marketing 
problems from an _ advertising 


viewpoint, urged the closest co- 
operation between everyone who 
had anything to do with selling 
and distribution to achieve high 
production and low prices. It 
was Most important to obtain 
balance between production and 


sales so that production could 
proceed at the most economic 
rate, 


MARKET RESEARCH 
SOCIETY STATUS 
The Market Research Society 
has now been incorporated under 
the Companies’ Act as a non- 
profit making organisation with 

limited liability 

Founder members of the new 
society, who form the _ first 
council, are: chairman, Louis 
Moss (The Social Survey); vice- 
chairman, Harry Munt (U.K.M.R. 
Unilever Ltd.); — secretary-trea- 
surer, Frederick Edwards (British 
Market Research Bureau Ltd.); 
programme — secretary, Andrew 
Elliott Gohn Haddon & Co, 
Ltd.); members, Tom Cauter 
(British Market Research Bur- 
eau), William Coglan (Sales 
Research Services Ltd.), Graeme 
Cranch (Mather & Crowther 
Ltd.), Henry Durant (Social Sur- 
vevs Ltd.), and Jack Haydock 
(Masius & Fergusson Ltd_). 


R. Nelson (left), managing director of Outdoor Publicity Ltd. 


Robinson, advertising 
model of the Coronation display 


19? 


When the 
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A section of the “Meet the Royal Navy” travelling exhibition. 


Royal Navy’s mobile exhibition 


Admiralty commis- 


sioned the City Display Organisa- 


tion to build a mobile “Meet the 


Royal Navy” exhibition, the task 
was to house an exhibition show- 


ing all aspects of life in the Royal 


Navy in an 80 foot marquee. 


It had to be capable of being 


transported 


cruiting 


drive 


in seven 
And, because it was felt that re- 
exhibitions 
becoming stereotyped, it had to 


vehicles. 


have some original ideas. 
finished job 


The 


for the rest of the summer, 


Because the exhibition will be 
uneven 
ground during its tour adjustable 


housed 


on 


some 


pretty 


were 


opened at 
Hendon last week and it will be 
visiting towns throughout Britain 


screw legs have been fitted to 
the folding panels. 

The exhibition was designed 
for City Display by Collet & 
Beadle. The biggest exhibit--an 
engine room starting platform of 
a modern destroyer—weighs one 
and a half tons. Another heavy- 
weight item is a complete set of 


controls from a T-class  sub- 
marine. 

There is also a model of a 
Royal Marines Commando 
assault landing, a full sized 


torpedo, models of the principal 
ships in current service and other 
models of aircraft belonging to 
the Fleet Air Arm. 

Local press advertising is being 
used to publicise the exhibition. 


DOUBLE DIAMOND CORONATION SIGN 


Ind Coope & Allsopp, through 
Outdoor Publicity 
taken the Dominant site in Picca- 
dilly for the Coronation period. 
They estimate that it will be the 
costliest single outdoor advertjs- 
ing operation ever carried out in 


Great Britain. The site has been 


which 


is 


manager of Ind Coope & 


being 


Allsopp 
erected in 


c” a 


Piccadilly 


have 


_- and H. M 


discussing 


a 


booked for four months. 

The display will be a represen- 
tation of a Coronation stand, car- 
ried out in conformity with the 
Piccadilly decor and colour 
scheme. The design was approved 
by Sir Hugh Casson, adviser to 
the Westminster City Council on 
the Coronation decorations. 

Ihe spectators in the stand are 
seated, but at intervals the people 
in the second row rise to their feet 
for a better view. As they rise 
the Double Diamond Little Man 
outshines them by rising behind 
them above their heads, seated on 


a rope of Double Diamond 
bottles. Later, a plaque rises 
conveying the brewers’ loyal 


greetings from a bank of flowers 
in the foreground. 

Dominant Sites Ltd., under tbe 
direction of L. A. Millo and 
G. E. Webb, designed, constructed 
and produced the display, with 
the co-operation of Fisher Bros., 
Russell Signs Ltd., Display and 
Engineering Services Ltd., Stroud 
Bros. Ltd., and Berkeley Electri- 
cal Engineering Co.. Ltd. 


nfad Fr = ’ ; > "7 Ps 
Bey ‘ — — ee — eee g 
i 
ee = eee 
; ee } _ 
i é ) ee ae 3 an - a ‘ 
CC Ss 
: wTelcim | | 
¥ Bo : ‘ - r aa “a . sl | 
7 ‘ hep t 
: es ee 2 ea 
z ae a — 
i“ 4 eee: oh ae 
——ae Cm 
<. ce os aa ad ’ 
aa 4 
be 
a SS 
| es 
be po ee 
: a ae 
: ee 
f a a e 
Re TS 
Fy , 
| > oo 
= 4 de 4 an % r | ‘) 
: ~~ La  @ 
4 7. 
ry Pe \e 7 ge a. 
, *) - a. en 2. 
rf a 
| i. | 
ler 
: | The Van Pos oe tena “ete 
r ‘ 2,4 CLEMENTS INN, LONDON, W.C.2 i 
; ' 
; 
4, ae Se ca .— EE ee a et : 


APRIL 30, 1953 ; ADVERTISER'S WEEKLY 


Lumbering | is British Columbie's s second largest industry—production exceeding $525,000,000 annually. 


VANCOUVER 


THE HUB THE WEST COAST 


Vancouver, Canada’s third city, is the heart of one of Canada’s most concentrated trading areas which 

contains 56% of British Columbia's entire population and has 60% of the entire retail sales of this 

rich, fast-growing Province. 

The population of Vancouver and its environs is now 650,000 and retail sales run over $700,000,000 

annually. In the past ten years both Vancouver and British Columbia have experienced phenomenal 

growth in population and industrial expansion. From 1941 to 1951, population increased over 40%. 

As the heart of B.C., Vancouver is the main distributing point, purchasing centre and spending area 

for the unprecedented industrial boom founded on the development and fabrication of the{enormous 

natural resources of the Province. With the coming of new hydro electric power, oil and natural 

gas pipe lines from Alberta, it is expected that industrial development will show increasingly rapid 

growth. 

B.C. isa very receptive market for Old Country products. The all year seaport facilitates water borne 

traffic. There is a deep consciousness of the importance of buying Old Country goods to enable’payment mH 
for our increasing exports of lumber, fish, mining and fruit products. For instance, B.C., per.capita, ty 
buys more British motor cars than any other part of Canada. American tourists add substantially to 

B.C. sales figures, contributing over $70,000,000 in Greater Vancouver during 1952. Weather conditions 


and foliage in the Vancouver area are very similar to those in Great Britain with the added splendour THE SOUTHAM NEWSPAPERS 
of mountain scenery. 


In this lively and growing market The Vancouver Province is an essential sales medium. It has grown The Ottawa Citizen 
with the market, to its present circulation of over 127,000 adding 25%, in the past year. It is read by The Hamilton Spectator 
the more substantial families and is influential throughout the whole of British Columbia. Seventy- The Winnipeg Tribune 
five per cent of its readers own their own homes; 36°% are executives in various industries. It has 

built a reputation for complete and trustworthy news coverage and has a keen realisation of the The Medicine Hat News 


part a newspaper must assume in its responsibilities to the community. The respect and loyalties The Calgary Herald 
of its readers mean positive results for advertisers. 
' rs m positiv u or vertise The Edmonton Journal 


For a copy of The Vancouver Daily Province together with advertising rates, write to Mr. F. A. Smyth, The Vancouver Province 
34-40 Ludgate Hill, London, E.C.4. (phone : City 2784). 


THE VANCOUVER PROVINCE 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS OF CANADA 
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"Press is the 


“The catalytic power of con 
sumer advertising” was the sub 
ject of an address by Charles ¢ 
Knights, vice-chairman of 
London branch of the Incorpor 
ated Sales Managers’ Association, 
to a combined meeting of the 
Publicity Club of Norwich and 
East Angha Group of LS.M.A 

He pointed out that the 
analogy was not far fetched, as 
consumer advertising had a tre 
mendous influence on the retail 
distributor, except in one impor 
tant direction Ihe essential 
feature of a catalyst in chemistry 
was that it should speed up a 
chemical reaction tn other ele 
ments and compounds but 
remain itself unchanged That 
was the cxact position with con 
sumer advertising. It could, and 
should be framed, so as to inspire 
and assist the dealer and stimu 
late his co-operation, but its 
appeal to the consumer need not 
be in the slightest degree dis 


HOW TO LOSE 
MONEY 


“No, we don't advertise. Every 
one knows us.” 

‘No, we are not advertising 
now. We are waiting unti) trade 
falls off.” 

“No, we are not advertising 
now. We are waiting until trade 
improves.” 

From “Fifty good ways of 

losing money,” Style for Men 

(April issue) 


Exhibition broke 
all records 


Much of the success of this year's 
National Trades & Homelife Exh 
bition was due to an energetic and 
carefully designed advertising cam 
pain, said Ken Smith, the ex 
hibiuion’s organiser, when the 
exhibition closed at Bingley Hall, 
Biumingham, after a four and a half 
week's run 

Distribution of a millon leaflets 
throughout the Midlands added 
greatly to the effect of the press and 
poster campaign covermg an area of 
80 miles around Birmingham. 

Attendances broke all records 

Agents were Auger & Turner 
(Birmingham) Ltd 


Their space in 
the sun 

Colin Crofts, press officer for 
Scarborough, told local Rotarians 
that before the appointment of a 
press officer for Scarborough, th 
average weekly space during th 
scuson im national newspapers 
devoted to Scarborough was 448 in 
One year affer appomtment of a 
press officer this increased to 


1100) in Now it runs at about 
1.600 in 
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jet engine of advertising” 


counted —on the contrary. 

Ihe manufacturer's problem 
was that his actual selling had to 
be done by proxy, in the person 
of the retail sales assistant. The 
standard of retail salesmanship 
was deplorably low—in some 
places and trades it was virtually 
non-existent, Here the retailer 
was failing the manufacturer. 

Advertising to the consumer 
to-day was virile, effective and 
highly efficient, but the quality of 
retail salesmanship was little if 
anything better than it was 30 
years aeo, 

Because of this, the manufac 
turer Was compelled to do more 
and more himself and to rely less 
upon the retailer for creative 
salesmanship as distinct from 
Mere customer-serving Unfor 
tunately, this had the opposite 
to the desired effect. The retailer 
relied progressively more upon 
the manufacturer to. sell the 
goods, leaving the retailer only 


ar aes 


the handing out to do, but ex- 
pecting the same discounts, 

Consumer advertising un 
questionably did stimulate the 
dealer in various ways, particu 
larly in the direction of giving 
valuable window and store dis- 
play space to goods widely adver 
tised in the press, for the press 
was “the jet engine of advertis- 
ing, developing the greatest power 
in the shortest time at the lowest 
cost.” 

A conservative estimate of 
annual expenditure on consumer 
advertising in this country was 
£75 million, and much of this ex 
penditure was weakened == or 
wasted by poor salesmanship at 
the point of contact. If manufac 
turers could be prevailed upon to 
contribute a tenth of one per cent 
of this sum to a central fund, to 
be devoted to education jn retail 
salesmanship, the sales power of 
the remaining 99-9 per cent would 
be tremendously enhanced. 
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Remington Rand are using this window display at branches throughout 
the country. 


Signs challenged after 20 years 


Sheflield Corporation intend to 
challenge on a much wider scale 
advertising signs ia the Wicker 
area of Shetheld. 

This was made clear by W. T. 
Holt, for the Corporation, during 
an appeal by Thos. W. Ward 
Lid., and Ketton Cement Ltd., 
against a decision of the City 
Council refusing consent for the 
firm’s advertising signs on. the 
Wicker Arches Mr. Holt said 
that they had already successfully 
challenged a number of advertise- 
ments in the area, 

J. P. Widgery, for the appel 
lants, said the signs had been in 
position for at least 20 years, and 
were of considerable importance 
for the firms. In February the 
Council served notice on both the 
Railway Executive and appellants 
requiring them to apply for con 
sent to the signs. Application 


was made, and consent refused 


on the grounds that the signs were 
detrimental to amenities and 
public safety 


“If the Corporation is right in 
its advertising outlook then you 
will soon have no advertisements 
whatever near a main traffic 
stream.” said Mr. Widgery 


Local press support 
store exhibition 


Heavy support from the local 
press was largely responsible for the 
success of a Modern Kitchen Exhibi- 
tion opened at Kennards Ltd., the 
Croydon store, by Miss Elizabeth 
Allan. 

Full-page features in the Croydon 
{dvertiser and Croydon Times, and 
hall-page features in the South 
London Suburban Group and South 
London Advertiser sernes, incorpor- 
ated much manufacturers’ advertis- 
ing. 
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INTERNATIONAL 
P.R. ASSOCIATION 


For the first time, America will 
this year be sending observers to 
a Meeiing of the provincial coi 
mittee for the establishment of 
an International PR Association 

Ihe meeting will be held in 
London on Friday, May 8. 

Representing the Public Rela- 
tions Society of America will be 
Ed Lipscomb, director of PR 
National Cotton Council of 
America, a member of the execu- 
tive counc.| of the Society; anu 
Richard B. Hall, of Richard B. 
Hall & Associates, Washington, 
DC. 

Holland will be represented by 
J. A. Brongers, of Royal Dutch 
Shell, president of the Dutch PR 
organisation the Genootschap 
Vor Openbaar Contact—and 
Rein Vogels, of K.L.M. 

British members of the pro- 
visional committee are T. Fife 
Clark, honorary secretary to the 
committee; Roger Wimbush, and 
Alan Hess. 

The provisional committee will 
receive the views of the various 
national PR organisations upon 
its proposals, drawn up last year, 
for the constitution and forma- 
tion of the International Associa- 
tion. The proposals suggest that 
the Association should be ay 
independent body with an indi- 
vidual membership electing its 
own governing Council. 


GOLDEN BOOK OF 
THE CORONATION 


The Golden Book of the Corona- 
tion published by the Daily Mail, 
price 6s. 6d., is bound in gold and 
bears the Royal Arms. The book 
opens with a colour frontispiece of 
the Queen, and on other pages are 
beautifully-produced colour plates 
prepared by Daily Mail artists. 

The story of the ceremony and 
pageantry of the Abbey ceremonial 
is told by L. G. Pine (managing 
editor of Burke's Peerage), whi 
clsewhere he writes the history of 
the Coronation Regalia. 

The Golden Book of the Corona- 
tion contains many drawings by 
bileen M. Evans. The heraldic 
plates were specially prepared at the 
Coilege of Arms. The text is set 
throughout in Baskerville. 

Ihe book is printed on fin 
quality paper by Alabaster Passmorc 
& Sons Ltd. To mark the special 
occasion, one of their finest crafts 
men, now retired, returned to his old 
duties 


3-D for Ireland 


The Capstan 3-D advertising film 
“The Real Thing’ is to be shown 
in Ireland next month. It will be 
screened at the 3,500-seater Theatre 
Royal, Dublin, with “Bwana Devil.” 
“The Real Thing” is being handled 
in Ireland by Cinema and General 
Publicity Ltd. 


RADIO TIMES 


Sell to 8,000,000 families through the RADIO TIMES 


The Nation's shop window 
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Whatever may be said about the contents of the pay packets of wage earners, 
one thing is indisputable. The total buying power is terrific 


The DAILY HERALD’s 2,000,000 homes, for instance, receive 
between them, after taxation, over £1,000,000,000. 


And it is money which must be spent! Every penny of it goes straight 
back to industry, commerce and savings to secure the main necessities 
and comforts of life for 6,750,000 men, women and children. 


No national advertiser can get a full share of this tremendous market without 
regular advertising in the DAILY HERALD. 


For one thing—5 3% of DAILY HERALD homes take no other national daily paper. 


What is more — the men and women who buy the HERALD do so from the 
conviction that it is an essential part of their daily lives —not just a newspaper 
—but a guide, friend and supporter to be trusted and believed. 


No other paper in the world has such a great influence on this vast 
section of the mass market. 
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E. H. HULL, ADVERTISEMENT DIRECTOR. DAILY HERALD.” ACRE HOUSE LONG ACRE. LONDON W.C.2 
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COMMENT 


BLUE-PRINT FOR 
ADVERTISING 


The report of the Advertising 
Association Development Com- 
mittee should do much to 
strengthen and maintain conti- 
dence in the Association. 

It answers with authority, and 
for the first time, one funda- 
mental question — what is the 
Association for? Its prime 
objective, is the emphatic 
answer, must be to promote 
confidence in advertising. All 
its activities directly or indir- 
ectly further that aim. This 
objective must command uni- 
versal support. 

But such support must not be 
confined to lip service. It must 
be expressed in terms of 
money. The committee wisely 
refrains from putting forward 
a three-year plan, with its 
danger of sporadic effort and 
subsequent reaction. Instead, 
it calls for a sustained income 
of £30,000 a year (against a 
present £13.000) to finance a 
sustained programme of prac- 
tical service. This is a very 

reasonable request. 


Specific proposals 

A number of specific proposals, 
especially those for the estab- 
lishment of a Public Affairs 
Committee and the appoint- 
ment of an Information Officer, 
should meet with general ap- 
proval, Suggestions for greater 
collaboration with other 
bodies in respect of advertise- 
ment vigilance and education 
are logical and sound. 

The report recognises realistically 
the limitations imposed on the 
Association’s scope by the 
complex nature of the adver- 
tising business, but it assumes, 
perhaps too readily, that its 
present constitution, that of a 
loose association of organisa- 
tions, firms and_ individuals, 
must remain unaltered and 
unalterable, 


Topic for Eastbourne 


A central body for advertising is 
a necessity, But there is no 
clear agreement yet among its 
actual and potential constitu- 
ents as to what such a body 
should or should not do, 

At the Eastbourne Conference - 
for which we wish every 
success — the report will pro- 
vide a red hot talking point. 
It will also ensure an exciting 
climax on Sunday morning 
when its proposals are debated. 


Looking back on past Conferences, A. EDWARD 
JONES, chairman, British Direct Mail Advertis- 
ing Association, asks in GUEST COLUMN: 


Where did we go 
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from there ? 


wo years ago—before any 
of us had heard of Mau 

Mau or the Yalu River or 
before Germany had started to 
re-arm—London was invaded 
by purposeful pilgrims from 
33 different lands, who had put 
themselves to the trouble and 
expense of their various tran- 
sits in order to swop ideas on 
“The Tasks of Advertising in 
a Free World.” 

Before we look ahead to this 
week's synod on “Advertising in 
the World of Affairs” we may 
allow ourselves the Juxury of ten 
minutes retrospect; what is the 
significance of this transition 
from the World of Freedom to 
the World of Business? Let us 
examine some of the principal 
pronouncements of the Confer 
ence in 1951, 

“The great truths of civilised 
living and happiness; the major 
principles of peace and prosperity; 
the wisdom of the world’s wisest 
men; the noblest products of 
man’s experience”——J, B. Nicholas 
had a wide grasp-—-‘should be 
packaged and presented, distri- 
buted and sold —as cornflakes are 
sold—by tried and proven com 
mercial methods.” Mr. Nicholas 
had the idea of selling to the 
universe at large the merits of the 
Free World for which he spoke 
Of those merits he had no doubt. 

Sir Frank Soskice, on the other 
hand, had no doubt about the 
merits of advertising: “Advertis- 
ing promotes the flow of new 
goods and contributes greatly to 
the enrichment, comfort and full- 
ness of our lives.” 

But the Duke of Gloucester 
was more cautious. “It is within 
our power,” he warned, “to 
create habits and to mould 
opinions, The social, political 
and economic implications of 
that power are immense and in- 
ternational.” 

There you have the gist of it. 
Liberty is a good thing; advertis- 
ing is a good thing; mind how 
you bring the two together. 

Wherever entrance could be 
effected, right up to the fringes 
of the Iron Curtain, the beauty 
of advertising, its confidence, its 


helpfulness, and serenity, and 
melody—I am not mocking, these 
are all fine qualities of honest 
advertising—have permeated to a 
greater or less degree the habits 
and opinions of the public. 

The high level of thinking re- 
vealed in Hubert Oughton’s 
recent article is shared by many 
in the profession. They also 
share profound regret that a few 
advertisers and some of the press 
fall short of those same ideals. 

Let us look at our Free World. 
In Britain, in America and in 
Russia there is new leadership 
and here are some of the prob- 
lems: 

The global conflict: between 
the Communist and non-Com- 
munist 

Racial unrest in Africa; ten- 
sion between the Arab world 
and the Western Powers, and 
the troubles of the Far East 
Malaya, Indo-China, Korea 
The political ferment, poverty 
and famine of the newly-inde- 
pendent nations of the East 


@ 3-D illustrations are being de- 
veloped for use on packs — 
particularly for those aimed at 
children, 


@ Widespread use of banana 


flavour in food products 
will follow the findings of a 
consumer test carried out by 
Brown & Polsons Ltd. 
Favoured flavours, in order 
of popularity were found to 
be: banana, raspberry, pine- 
apple, strawberry, caramel 
and vanilla. 


@ Seaside resorts are planning 


extensive use of commercial 
radio —and TV when it comes 

> to attract holiday-makers. 
Southport is starting with a 
spring series of programmes 
over Radio Luxembourg, the 
first of which will be heard 
next week. 
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India, Pakistan, Burma, Indo- 

nesia. 

Economic and politica] insta- 
bility in many countries. 
The absence of real unity. 

Can advertising influence al! 
this? The Marquis of Salisbury 
once said that the world’s prob- 
lems are moral, not economic. 

If such a wide influence can be 
claimed for advertising, what are 
we going to do about it? 

When men like Nicholas and 
Oughton point the way we are 
ready to jump to our feet to ap- 
plaud their high ideals; but is this 
honest tribute or is it just lip ser- 
vice? We go home and continue 
our life and work on the same old 
levels hoping to live comfortably, 
selfishly and undisturbed, among 
world problems which are noth- 
ing but reflections of the people 
who inhabit it. If we do not 
recognise that we cannot lift ad- 
vertising from the level of self- 
interest unless we first change 
ourselves, tell me, where do we 
go from here? 


® New opportunity for point- 
of-sale advertising ts 
offered by penny-in-the-slot 
machines providing such 
products as hair cream ai 
pit-heads and in factories. 


@ There is growing concern in 


provincial circles at the “in- 
creasingly high standard” 
required from candidates in 
the Advertising Association's 
Diploma examinations. Pro- 
tests are being made to the 
Club Development Committee. 


© The B.B.C.’s answer to the 


challenge of commercial 
television will be two- 
programme TV—equivalent 
to the Home and Light radio 
programmes with no 
advertising. 
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NORTHCLIFFE NEWSPAPERS GROUP LIMITED 


CARMELITE HOUSE, LONDON, 28.C.4 CEN: 6000 


R. H. PENNEY, Advertisement Director; 
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ADVERTISER'S WEEKLY 


THE FRUJADE CAMPAIGN—II 


Film advertising: 


198 


A policy 


discussion and a script 


In the tenth Frujade series article, E. 


Ward Burton, director T. B. 


Waddicor & Partners Ltd., outlined a £15,000 plan for the screen advertising 


of Frujade,a new fruit drink in tablet form. He budgeted for a 2-minute 


film and a filmlet. 


Here HAROLD PURCELL, of Publicity Films ULtd., 


submits a first treatment for a 2-minute film, ending with a colour section 


which would be animated and provide the filmlet. 


TINHERE is first of all an 

interchange of office 
memoranda between Mr 
Purcell, his managing director, 
and Mr. Ward Burton, repre- 
senting, in this instance, the 
“A.W. Advertising Agency.” 
It runs thus: 


From HVP to Managing Director 
Publicity Films 

I went to a meeting to-day with 
Mr. Ward Burton to discuss 
Frujade — two-minuter. Present 
were: The Frujade sales directo: 
and advertising manager. | was 
shown their poster and display 
material and specimens of thei 
advertising. 

They want national coverage 
(Circuits and Independents) and 
have appropriated *£8,700 
£3,000 being for production and 
copies. | understand that other 
producers have been asked to 
submit scenarios 

They asked for colour and 
seemed to favour using a star 
name, to give value to the pro 
duction. I did not give complete 
agreement to this as we have 
sometimes found that audiences 
tend to remember the star but 
forget the product. There may 
be some way round it 

They also want a filmlet and 
would like to cut this from the 
2-minute material, if it proves to 
be suitable 


From Managing Director, Pub 
licity Films, to HVP 

As this is a new product, you 
should, jit seems to me, concen- 
trate on selling the name in the 
most memorable way possible 
You have got to create some 
particularly clever device to give 
this client the maximum product 
identification for his expenditure 
After all, he can simply put the 
name and the slogan on to the 
screen as a fillet or slide) We 
have got to make a = 2-minute 
film that will sell the product to 
people who have not tried it. 


HVP to Ward Burton (A.W 
Advertising Agency) 

We think that the 2-minute 
film should concentrate on sell- 


*This is the allocation for the 2-minute 
film Balance of the £15,000 is for the 
filmiet and for reserve 


ing the name Frujade. It would 
be possible to devise a cartoon 
film which did this, in) which 
Various luscious fruits are 
animated to a special music 
score, culminating in their dis- 
tilled essence going into a tablet 
What do you think of this? 


Ward Burton to HVP 

We think that the cartoon 
idea, though attractive, is not the 
right solution, it would take 
longer to produce and the cam 
naign date is already fixed. Per 
haps we can use cartoon treat- 


ment for the filmlet. Do please 
le. us have an outline soon for 
the film. Concentrate on the 
name and remember that the 
press advertising will be going 
on all the time and the posters 
will be quite an impression too 


HVP to Managine Director, Pub 
licity Films 

1 had a further meeting with 
the client and advertising agency 
yesterday on the subject of 
Frujade. | put up an_ idea 
verbally, based on. selling the 
name, to which the meeting 
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agreed Very 
this 

We make a film based on 

the TV idea “Party Game” in 

which a number of people are 
invited to guess a word, letter 
by letter if they like. The 

Question Master replying to 

their questions with “yes” and 

“no,” and assisting them with 

clues. Right from the begin- 

ning of the film we should 
have the audience participating 
with us in guessing the word 

(which is, of course, Frujade) 

In this way we start “name 
advertising” before we ever put 
the name on the screen. 

In case you have not seen this 
programme on your TV set. I 
ittach First Treatment of this 
idea. (By the way, I have used 
the “What's my line?” people 
with the “Party Game” idea) 
Casting will be costly but I think 
the “stars” will be worth their 
money. The first printing of the 
film could be in black and white 
then ending with a colour section 
which will be animated and 
which should give the desired 12- 
second filmlet. 


briefly, it is 


(It should be made clear that 
the stars named in the script 
have not been consulted, and 
that their names are given only 
to indicate the kind of script 
envisaged, Whether they would, 
if asked, consent to take part in 
an advertising film: project, only 
they could say.—Editor.) 


First treatment for a 2-minute film for Frujade 


1.S. of Panel of four artistes: 
PLIZABETH ALLAN JERRY 
DESMOND GHISLAINE 
ALEXANDER GILBERT 
HARDING~—-sitting at a table, 
with EAMONN ANDREWS. the 
Question Master, at a separate 
table. Over this picture jumps 
in the TIPLE jn bold white 
letters, one at a time, to music 


LIFE AND SOUL OF THE 


PARTY 
FADE DOWN Music 
* * * 


CUT TO: 

C.U. EAMONN ANDREWS 
FAMONN ANDREWS 
Good evening. We invite you 
to join us in a new game. First 
may I introduce the panel. On 
my right .. 

Camera PANS alone and rests on 
each artiste as he or she is named. 
.. Mr. Gilbert Harding 
GILBER1I HARDING 
(Frowning) Good evening. 

FAMONN ANDREWS 

Miss Ghislaine Alexander 

GHISLAINE ALEXANDER 
(wrinkling her nose) Good 
evening 

FAMONN ANDREWS 

Mr. Jerry Desmond 

JERRY DESMOND): (sticking 
out his chin) Hello. 

EAMONN ANDREWS 

And Miss Elizabeth Allan 

ELIZABETH ALLAN: (open- 
ing her eves very wide) Good 
evening 

* * * 


CUT TO 

Scene 3. 

M.C.S 

LAMONN ANDREWS holds up 

a card 
FLAMONN ANDREWS 
Ihe game is to guess the 
phrase written on this card 
When the panel guess the 
phrase it appears on this frame 

He half-turns round to indicate « 

hoard divided into sauares hane 

ine behind him 
If anyone guesses individual 
words or letters, these appear 
on the board The clue 1s: 
“Drink it, don’t eat it!” Now, 
off you go 
* * * 

CUT TO 

Scene 4. 

C.U. GILBERT HARDING 
GILBERT HARDING: 
Drinking and eating are 
separate and distinct processes 
Unless the food is so sloppy 
like hote! porridge —-that one 
can be said to drink it Or 
contains so much sediment, 
like railway coffee, that one 
can be said to eat it, 1 don't 
know how the clue can 
possibly mean anything I 
pass 
EAMONN ANDREWS, (Out 

of scene) 
Thank you. Miss Alexander? 
* * * 

CUT TO 

Scene 5. 

C.U. GHISLAINE 

ALEXANDER 


GHISLAINE ALEXANDER 
(wrinkling her nose) 
Do you have this thing on a 
plate or in a cup? 
EAMONN ANDREWS: (Out 
of scene) 
Generally speaking, neither 
Mr. Desmond? 
* * * 
CUT TO: 
Scene 6. 
C.U. JERRY DESMOND 
JERRY DESMOND: (stroking 
his chin) Yes 
Hmm. “Drink it don’t eat it.” 
Hm I see. Yes. Hm I 
presume it is something frozen 
and you have to wait till it 
melts? 
FAMONN ANDREWS: (Out 
of scene) 
Its not and you don’t. Miss 
Allan? 
* 
(UT TO: 
Scene 7. 
C.U. ELIZABETH ALLAN 
Opening her eves very wide 


ELIZABETH ALLAN 


Is it. . . wait a minute 
(consults her notes). It is some 
thing . . . no, that’s silly of 
me! Wait a minute + 
there an “E™ in it? 
* a * 
CUT TO: 


Scene 8. 

M.S. EAMONN ANDREWS 
and the BOARD 

FAMONN ANDREWS: 

There are three “E”s in it. 
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Over 3,000,000 
who think as they read... 


these are people worth winning over 


I, THESE DAYS of publicized illiteracy, it is rather 
striking to find (as we constantly do) that News 
Chronicle readers don't by any means stop at the 
headlines. 


“BIG BATTALIONS ? 


They can actually read the text. In news stories and 
feature articles, they want information—and both 


GET AT THEIR 


LEADERS!” 
‘ae Our policy of treating readers as adults has won for 


. , ~ the News Chronicle a loyalty that shrewd advertiser 
says Mr. Clifford J. Harrison, Sn ae eee ee ee 
Marketing Director of Horlicks ee : 

In short, we believe our readers represent a specially 


sides of any question in dispute. It seems that many 
men and women buy this paper to find out what's 
really going on. 


6 6 In planning our advertising I'd be the last man to 


: important slice of the market — important not onl 

neglect the big battalions,’’ said Mr. Harrison the rae sanviientimct: 7% . ” ‘ y 
other day. ‘* But battalions do have leaders, especially because there are over 3,000,000 of them, but because 
in the field of ideas. I think the News Chronicle offers of the influence that people of intelligence inevitably 


an excellent, trusted means of talking to these natural 


have on those around them. 
leaders—the people, in any circle of friends, whose con- 


aa ‘ : Their preference for the News Chronicle shows 
victions and example are likely to carry a little extra : 

weight with the others. That little extra, for or against them to be open-minded, receptive, able to see the 
your product, may be vital. It’s one of the reasons why point of an argument — or an advertisement. 


we regularly use the News Chronicle for Horlicks and 


Air-wick. 5 9 


Anyone with goods, or a service, or an idea to sell 
is wise to get such people on his side. 
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You get readers who like to get things straight 


“NEWS CHRONICLE 
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THE FRUJADE CAMPAIGN—Continued 


Upon the Bourd appear three 


/ 


o * . 
CUT TO 
Scene 9, 


BCU. BOARD 


now appears as follows 


i os 
FAMONN ANDREWS. (Out 


of scene) 
There you are Mr. Harding 
that will help you 


. * * 


CUT TO 


Scene 10. 


U. GILBERT HARDING 
GILBERT HARDING 

I believe the phrase is an ad 
vertising Slogan, and if it is 1 
wish to protest Advertising ts 
not allowed over the air Is 
this thing an advertising phrase 
or is it not? 


* * * 


CUT TO 


Scene If. 
UU. FAMONN ANDREWS 
All crinkly hair and superb 


charm 


FLAMONN ANDREWS 

It is an advertising phrase Mr 
Harding, but may | remind 
you we are not on the air, and 
it is perfectly permissible”? 


PAN rT cA GILBERT 
HARDING 


part in this performance 


FAMONN ANDREWS 


EAMONN ANDREWS 


EAMONN ANDREWS 


* Dai the Post 


Many of our readers living in remote areas 
receive their copies of the © 
by post every morning. 
particularly interested in the Agricultural 
features and Auctioneers announcements. 
The parson and schoolmaster keep in touch 
with world events, developments in Science 
and Art and what ts happening day by day 
Wales. The wives of all of them sean the 
daily Women’s Feature for fashion 

and household tips. Woe betide 
Post if he has a puncture! 


THE NATIONAL DAILY OF WALES 
AND MONMOL THSHIRE 


MAcstern Mail 


AND SOUTH WALES 


oS 


Head Office, CARDIFF. 
Advertisement Manager, R. H. HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE 3. STUDD. Tel. 


WESTERN MAIL” 


JERRY DESMOND ’s face falls 
+ + . 


ow TO 
Scene 15. 


C.U. ELIZABETH ALLAN 
She opens her eves very wide 
indeed 
ELIZABETH ALLAN 
I know FRUJADE! 
(EFFECT: Sound of unseen 
audience applauding = very 
loudly) 


* * * 
CULL 10 
Scene 16. 


BRCO.U. BOARD 
The word “FRUJADI jumps 
mo place 
(The applause is maintained 
for a second or two and then 
Fades Out) 
GHISLAINE ALEXANDER 
(Out of scene) 
\ Tablet makes a Glass! 
FAMONN ANDREWS (Out 
of seene) 
Correct! 
The complete phrase 
FRUJADE A TABLET 
MAKES A GLASS 


now appears in full on the Board 
* * * 


CUT TO 
Scene 17. 
THREE - SHO! GILBERT 
HARDING staring angrily at the 
Board on left side of screen; 
EAMONN ANDREWS. staring 
across at him from the right- 
hand side of the screen 
GILBERT HARDING 
FRUJADE! What a ridiculous 
name! | presume it is an 
attempt to suggest a drink 
made out of various fruit 
concentrates” 
FAMONN ANDREWS 
Well, it seems to have con- 
veyed itS message to you Mr 
Harding, if it’s the first time 
you've heard of it 
GILBERT HARDING: 
It certainly js the first time I've 
heard of it 
FAMONN ANDREWS 
I assure you it won't be the 
lust 
GILBERT HARDING 
And may | ask what the 
imbecile clue has to do with 
it: “Drink it don’t eat jt?” 
ELAMONN ANDREWS 
You don’t eat it, Mr. Harding 
He takes a packet from his 
pocket and as he speaks drops a 
tablet: into” a elass of water 
standing in front of him, 
You drop it into a glass of 
water It effervesces 
sparkles — it has a pleasant 
tang— and you drink it. Here's 
how! 
Hy drains the vlass and we dis 
solve to the vith 
FRUJADE A TABLET 
MAKES A GLASS 
(As used in the poster advertising 
with the three different kinds of 
fruit drops which are distilling 
down into three symbolic glasses) 
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e POSTSCRIPT 
BY 


THE EDITOR 


ITH this article on the ad- 
vertsing film policy and 
script, the Frujade series comes to 
an end 
It was frankly an experiment 
Nothing on quite these lines had 
heen attempted by “Advertiser's 
Weekly” before. No one quite 
Anew how the imaginary cam 
paign would work out. There 
were, im fact, sony unforeseen 
snags, such as the decision of 
fhram Games not to accept the 
poster assignment, but to explain 
why he declined. But such prob 
lems added realism to a hypo 
thetical) situation, for in “real 
life’ few advertisine schemes are 
planned without differences of 
epinion and chanees of policy or 
method. Out of the give and take 
of argument docs a harmonious 
and well balanced plan emerge 


7 * * 


This interplay of minds in the 
planning stage was the one thing 
that could not be conveyed, for, 
after the initial conference of the 
AW. Advertising Agency team 
it did not and could not take 
place. While individual members 
met and talked. the team could 
not fully function ay a team. For 
this reason there have been evi 
dent differences of thinking and 
approach which, had the planning 
taken place within a real agency 
would have been resolved before 
the sche me was adopted 

Neither, in’ such a_ssertes of 
articles, has it, been possible to 
cover every aspect Of Campaign 
planning. Correspondents have 
pointed out omissions. The 
answer has been that much has 
had to be taken for eranted 


® * * 


Opinions will differ on the 
merits of the Frujade scheme as 
mt has been presented This is 
as tt should be Those respon 
sthle would be the last to claim 
theirs to be the only evood way to 
advertise Frujade {/1 they have 
done is to demonstrate one good 
nay 

Of the merits of the experiment 
thr readers of ‘Advertiser's 
Weekly” must be the judges. By 
their many appreciate Comments, 
we believe the verdict to be 
favourable that the experiment 
has proved stimulating, instruc 
tive, and in every way well worth 
while. 


On their behalf and our own 
we thank all the members of the 
iu Advertising Agency team 
who have co-operated with such 
interest and enthusiasm 
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royds Says... 


‘‘active accounts 
need active service’’ 


ADVERTISER'S WEEKLY 


this cable from South Africa 
shows the service we endeavour 
to give to all our clients 


G. S. ROYDS LTD 


Incorporated Practitioners in \dvertisin 
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|‘ defining the market for 
its new product the Product 
Development Committee must 
have information in four cate- 
gories: 

(a) The number and types of 
people interested in this or 
similar kinds of product. 

(b) The location of these 
people. 

(c) Their habits and prefer- 
ences affecting the use of 
the product. 

(d) An estimate of annual con- 
sumption. 

This information is difficult to 
get for a product of a type with 
which the consumer is already 
familiar; it is even more difficult 
to find the completely new type 
of product which has never been 
marketed before. The committes 
must be prepared to spend con 
siderable effort and money on 
research to find in as great detail 
as possible the — information 
needed, 

It is upon this information that 
it will have to base its marketing 
strategy. Distribution, sales and 
advertising plans will be success 
ful only to the degree that they 
have been based on an accurate 
market assessment. 


Published statistics 


In obtaining basic information 
for a market study, one should 
first make full use of al/ relevant 
published statistics and informa 
tion available within the manu 
facturer’s own organisation 
While Britain is not blessed with 
the volumes of published statis 
tics that are to be had from 
Government sources in the United 
States and Canada, there are a 
large number of sources from 
which a reasonable amount of 
existing data can be assembled 
These should be thoroughly 
studied first in order to obtain a 
broad picture of the market. The 
advertising agency, if it has a 
marketing or market research 
department, can be helpful here 
because, dealing with a wider 
range of products than does the 
average manufacturer, it will 
have established contact with a 
larger number of information 
sOUrces. 

If the product is similar to or 
an improvement on products 
already existing in the market, it 
is fairly easy to define the people 
likely to be interested within a 
given price range, whether they 
ave men or women, or both, in 
what age or social groups, If one 


Launching a new product—5 


2%? 


Answers to these questions will 
define the potential market 


Considerable difficulty is often experienced in establishing, 
particularly for a type of product that has never been 
marketed before, any pattern of consumer habit and pre- 


ference. 


This in turn complicates the prediction of annual 


consumption which is essential for accurate production 
planning. These problems are discussed in this article. 


is fortunate enough to have access 
to such sources as Nielsen of 
Attwood Surveys the problem is 
made much easier, although these 
surveys will only give informa- 
tion about past and current user 
ship, and one sull has to estimate 
the potential, or the degree to 
which the market can be 
expanded. 

With a completely new product 
it may be much more difficult to 
decide just who are the people 
most likely to use it; and in fact, 
if the product is completely 
revolutionary, one may have to 
allow for a considerable period 
of education before all the people 
who could use it are convinced 
of the need. 

Assuming that the broad types 
of people have been assessed, it is 
then necessary to check on their 
location unless the product is one 
which will have an equal appeal 
to urban and rural] dwellers, and 
to people in the north, the mid 
lands and = the = south. For 
example, synthetic detergents 
make a much stronger appeal, on 
performance basis, in hard water 
areas; so in the marketing of 
such a product one could possibly 
want the population _ figures 
broken down by hard, medium 
and soft water areas so that the 
advertising media plan could be 
weighted accordingly. 

Having established the number 
of people and their location, it is 
then necessary to gather as much 
information as one can about 
their habits and preferences 
regarding the use of this type of 
product, If it is an existing pro 
duct this information may be 
fairly easily obtained by means 
of consumer surveys checking on 
such things as: 

How often do they buy? 

What size do they prefer? 

How long do they expect it to 

last? 

Where do they buy? 

How do they use the product? 

Do they expect after sales ser- 

vice? 

Investigating people's habits 
with the object of ascertaining 
their need for a completely new 
type of product, and what uses 
they will make of tt, requires 
caution. One is probably faced 


with the problem of estimating 
how long it will take to conduct 
an educational operation and 
break down consumer resistance 
to the new type of product. 


Bad predictors 


Some useful information” on 
these points will have been 
Obtained from the product place 
ment tests; but this type of infor 
mation must be treated carefully, 
hecause people are very tnaccur 
ate when asked to predict their 
future buying habits, particularly 
in’ relation” to a_ hypothetical 
produc v. 

As an indication of the type 
of problem with which one ts 
faced in trying to educate the 
public to acquire a fairly simple, 
inexpensive and not unpleasant 
habit, one has only to look at the 
market for teeth cleaning pre 
parations. After all the years of 
dental health campaigns = in 
schools and large scale advertis- 
ing campaigns, the U.K. market 
is only one-third saturated. 

Having considered the number 
of people who might make up 
the potential market, their loca- 
tions and their present habits 
which may affect their consump- 
tion of the product, one is led 
on to attempting an assessment of 
their annual consumption. 

Even if one can establish most 
exactly the number of people who 
are likely to use the product, one 
cannot by any direct means of 
consumer inquiry establish what 
are likely to be the consumption 
rates, even for a product with 
which people are familiar, except 
on the basis of past performance 
How much more difficult will 1 
be to secure estimates of con- 
sumption from people who have 
had no experience of the product! 
One can, of course, by means of 
placement tests, establish roughly 
from the usage pattern of a 
sample what is the likely maxi- 
mum consumption, or the mini- 
mum. However, this is a_ field 
where placement tests are at their 
weakest because the consumer has 
been given the product and asked 
to furnish a report on its effec 
tiveness and so his attention has 
been especially directed to the 
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By W. A. C. COOPER, 


director, Foote, Cone & Belding Lid. 


use of that particular amount 
Such tests cannot, for example. 
take into account the periods of 
time when the consumer is likely 
to be without the product 
through forgetting to repurchase 

Nor can they take into account 
any increase in consumption of a 
multi-use product, arriving from 
the consumer gradually finding 
out new uses for it; there is just 
not time for this to happen in 
the short period of a placement 
lest 

The question of multi-use pro 
ducts, or of developing other 
uses for the product, is one which 
the Product Development Com- 
mittee must consider carefully in 
the early stages of planning; not 
so much with a view to increas 
ing the estimates of a potential 
market, but rather to see that the 
ground work is laid for the 
earliest possible development of 
the full potential of the product. 

it will be useful to the advertis 
ing agency to have agreed at an 
early stage just which uses of the 
product or which sections of its 
market potential are going to be 
developed first; or else to have 
decided that the campaign will 
Start out on an all-use all-markets 
basis. This must be clearly laid 
down at the start, so that the 
development of use themes in the 
early stages does not inhibit the 
widening of the approach later 

Only when all this information 
has been collated and weighted 
against information obtained 
about competitive standing in the 
market can the Product Develop- 
ment Committee begin to prepare 
an estimate of the market as it 
now stands. Then they must con- 
sider how competition will react 
to the new entry to the market 
And they must consider their own 
productive and distributive capa 
city to make the product avail 
able to either the whole market 
or sections of it. This latter 
assessment is an attempt to pre 
dict future sales development as 
a guide to management in plan 
ning possible capital outlay on 
plant and sales force. 

Finally, it must be stressed that 
estimates made at this stage are 
only preliminary, hypothetical 
and exploratory and are intended 
more for guidance than for accur 
ale assessment of the volume of 
business One can expect to do in 
the years ahead. Test markets. at 
a later stage, will be used to 
secure More accurate estimates, 
but here again they will still be 
estimates only, though based on 
actual selling experience. 
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Wanted: More accurate bases for 


to 
an 


F a market survey 1s 
produce anywhere near 
accurate estimate of the infor 
mation for which it is designed 
it must have an accurate basis 


The greatest difficulty sur 
rounding any market survey in 
this country, both in relation to 
trade and consumer probes, is 
the serious lack of precise infor 
mation essential for the construc 
tion of sound bases. against 
which the findings of field work 
must be applied 

When 4 survey is made among 
retailers of a particular trade it 
is essential to have as a basis the 
total number of outlets in that 
trade. 

Further, as the survey would 
be compelled to embrace differ 
ing sizes (or grades) of outlets, 
it becomes necessary to know 
the proportion of shops in each 
grade, otherwise the = resulting 
estimates are inaccurate 

No survey 
consumers can be 
interpreted unless 
field work has been undertaken 
to establish the basis for the 
survey, and the necessary basis, 
as a_ general rule, cannot be 
derived from published statistics 

Without such informa 
tion no predetermined numbers 
of interviews could be made, nor 


trade or of 
accurately 
considerable 


ofa 


basic 


NOBT 


HEBN (RELAND 


would it be 
eny results 
total figure. 

To illustrate this contention 
let us take as an example two 
identical surveys among grocery 
outlets for the purpose of dis- 
covering the number of stockists 
of Product “A’ 

Survey 1. The surveyor has 
no basis but decides that by call 
ing UPON One in every four shops 
he would obtain an ample cross 
section He subsequently calls 
at 55S shops and finds 18 stocking 
product “A. He therefore re- 
ports that 33 per cent of the out 
lets are stocking 


Survey 2. 


possible 
obtained 


to assess 
against a 


The surveyor is in 
possession of the actual basis, 
derived from field) work, and 
knows that there are 235 outlets 
in this particular centre, made up 
is follows: 

Grade | 5 
? uw) 
RO 
120 


238 
outlets have 
turnover; he 
an accurate 
important section 
He would 
cross-section of 
tuking 
one-quarter 


The S “grade 1” 
the greatest trade 
could easily obtain 
result for this 
hy calling on all five 
obtain a good 
the remaining grades by 
one-third of grade 2, 


of grade 3 and one-sixth of 
grade 4 

The following table, weighted 
for accurate results, discloses the 


findings 
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By W. HOWLETT, 
director, Paul E. Derrick Advertising 
Agency Ltd. 


Inter- 
Tlews 


Shops of 
stocking stockists 


this survey, 
where the basis is known, indi- 
cutes to the manufacturer that 
his product is in SI outlets out 
of 235, namely approximately 22 
per cent It further indicates 
where additional sales efforts are 
necessary 

Without the basis the only re- 
sult is that 18 shops out of 55 
called upon were — stocking, 
namely approximately 33 per 
cent, an inaccurate picture by 50 
per cent, with no indication of 
the numbers stocking or where 
the manufacturer should direct 
further effect 


result of 


Ihe 


no official 
available to enable the calcula- 
tion of an accurate retail outlet 
basis and the only method avail- 
able is to cover every single out- 


There are figures 


let in a number of differing types 
of areas for the purpose of arriv- 
ing at a reasonably accurate 
figure for the entire country oF 
for any section of the country 
to be covered. 

It must not be overlooked that 
in some trade surveys it is essen 
tial to extend the gradings to 
enable separate calculations to 
be made for such outlets as Co- 
operative, multiple and indepen- 
dent chains, ete., and where the 
survey has to do with such 
matters as the extent to which 
display material is being shown, 
even further become 
essential, such as the position of 
the shop, for obviously the dis 
play of a product in the main 
centre is of more value than one 
in a side street 


categories 


A. DAVIES & CO (Shopfitters) LTD 


HORN 


LANE, LONDON, W.3 
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@ Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a derelict 
wall can be cleaned up and re-modelled to become an attractive poster position—and, at 
the same time, greatly improve the local amenities. National Solus Sites are available in 
all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON = W.€.2  - TELEPHONE: TRAFALGAR 4922-3-4 


DIRLCTORSs T. A. ALL AM (Managing Director) Ss. bh. CARTER . ©. FELTON hott LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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Where provincial papers hold 


whip hand over commercial TV 


Y  barber—sorry! hair 

dressér-—was telling me 
that when safety razors came 
on to the market some of his 
fellow snippers set their face 
against them. 

There was talk of “these new- 
fangled ideas” and “unfair com 
petition” but some hairdressers 
stocked the safety models, and 
were soon making more profit 
from the sale of blades than they 
ever did from smoothing thei 
customers’ jowls. 

Could it be that provincial 
newspapers are over-estimating 
the dangers of commercial tele 
vision? 

Kenneth Brown, immediate 
past president of the Newspaper: 
Society is reported to have said 
that “some of our smaller news 
papers may go under.” Why 
should they? Some advertisement 
revenue may be siphoned off, at 
first, by the new medium. Agreed, 

but the chances are, especially 
for local papers, that commercial 
IV will prompt air-press adver 
tising link-ups and that users of 
TV will advertise their pro 
grammes in the press (unless, of 
course, the “no mention” practice 
is carried on for ever). 

Does anyone imagine TV will 
be able to offer anything like as 
complete a coverage as a local 
paper? Does anyone imagine it 
will hit the classifieds? Or that 
it can compete in price with local 
Paper space rates per thousand? 
Or that it will have one tithe the 
“life” of a press ad.’ 

Indeed, on the latter point 
alone, there is still ample time 
for research —and what powerful 
promotion data this might yield! 

In five vears’ time, I fancy, we 
shall be laughing at some of the 
fears which are now entertained 
When Mr. Gammans spoke of 
the press being “partners” with 
T'V he was doubtless meaning in 
a complementary sense, TV will 
supplement press advertisements 

but | doubt if it will ever be 
a more powerful rival than, say, 
cinema advertising 


Newsprint cost affects 


paging 
— 

THE PRESENT equalised price of 
newsprint, £53 a ton, still bears 
too hardly on newspaper econ 
omics to permit of even a bare 
majority of provincial papers 
using the maximum — paging 
allowed under the new basis, 
states the annual report of the 
Newspaper Society. 

The cost-of-living bonus has 
continued to go up, but once 
again it has to be stressed that 
this automatic process of adjust 
ment has freed the industry from 
the labour, anxiety, and uncert 
ainty occasioned by — frequent 
wage negotiations. 


Estate agents staunch pillars 
of the classified columns—are 
showing a quickening interest in 
display spaces, Strictures by 
Charles W. Stokes in a recent 
issue Of ADVERTISER'S WEEKLY 
on estate agents’ advertising 
could, no doubt, be supported by 
copious chapter and verse. 

The more credit then to those 
provincial papers (and their 
ranks are increasing) who deal 
with this class of advertising in 
a modern, enlightened manner. 
Three examples spring to mind. 

HERTFORDSHIRE: Among 
the newspapers in this country 
which show commendable enter 
prise where estate agents’ adver- 
tisements are concerned, is the 
Barnet Press. 

The advertisement manager, B. 
Turner, tells me: “For some years 
now we have invited agents and 
advertisers to consult us about 


the use of name blocks and pic- 
tures. Reaction to the suggestion 
of using pictures is a trifle slow, 
but I feel sure the idea will 
eventually ‘catch on. We also 
encourage variations in style of 
setting, although we find certain 
limitations are necessary in order 
to maintain a reasonably balanced 
page. The all-important ‘air’ is 
introduced by arranging for all 
advertisements to be indented a 
minimum of four points at each 
side. 

“This feature has been devel- 
oped in recent months and we 
hope to turn it into even more 
of an ‘eye-catcher’ as the buyer's 
market develops! 

“We still find the ‘dreary mass 
of close set greyish columns’ 
maintain a distinct ‘pull’ and are 
used in addition to the modified 
form of display.” 

SUSSEX: On the back page 


Some of the guests at the “Bristol Evenine Post's” 21st anniversary lunch. 


Tt CONGRATULATIONS of this 
column are added to the host of 
messages received by the Bristol 
Evening Post which has just 
celebrated its 21st birthday. It 
seems Only yesterday, in retro 
spect, that we marvelled at this 
stripling setting forth to brave 
the rigours of newspaper rivalry 
in the West Country. How vali 
antly it has prospered! 

On the material side 

In its 21 years the Evening 
Post has carried the remarkable 
total of 3,760,000 single column 
inches of advertisements—and 
this despite restrictions on paper 
sizes during the war and since 

The best week of all was that 
ending July 4, 1936, when 7,297 
inches were given. This was 
Royal Show week, and also the 
oceasions of severe flooding in 
the city, which put two printing 
machines out of action for three 
days. Highest total for any day 


was on March 5, 1932 (1,812 
inches) and the record month 
was October 1935, with 30.211 


inches. 
On the spiritual side 
“Spiritual” is used in no un 
thinking sense, for the character 
of this newspaper has always 
matched the stirring circum 


stances of its birth. The paper's 
editorial policy is stated on a 


plaque in the directors’ board 
room: 
To perpetuate” the “Bristol 


Evening Post” as an institution 
charged with a high public duty, 
and to maintain the “Bristol 
Evening Post” as an independent 
newspaper, entirely fearless, free 
from ulterior influences, and un 
selfishly devoted to the public 
welfare without regard to indivi- 
dual advantage or ambition, the 
claims of party politics or the 
voice of religious or personal 
prejudice or predilection, 

To reflect’ the best-informed 
thought of the country, honest 
in every line, more than fair and 
courteous to those who may 
sincerely differ from its views. 

To present, without recognising 
friend or foe, the news of the 
dav —“all the news that's fit to 
print'—and to present it impar- 
tially, reflecting all shades of 
opinion 

To conform to the highest 
standards of business ethics in 
its business departments, and to 
treat all persons associated or 
connected with any of — the 
departments of the = “Bristol 
Evening Post” organisation with 
justice and generosity. 


WILTON EVAN 


of a recent issue of the Brighton 
and Hove Herald 1 find no fewer 
than 49 different heading blocks 
for estate agents—and four pic- 
tures of properties advertised. 

NORFOLK: Here let an 
estate agent speak. George J. 1 
Bristow, of Hanbury Williams, 
Norwich, tells me that just over 
four years ago his firm “trans- 
ferred a large proportion of its 


quite considerable advertising 
appropriation from the stereo- 
typed form of classified and 


auction advertising to display.” 
Results were encouraging, and as 
the newsprint situation improved 
their display ads. increased in 
size and included illustrations. 
“We have long made it a 
practice to have an advertisement 
in every issue of the Eastern 
Daily Presy and Eastern Evening 
News,” Mr. Bristow adds. 

Each Wednesday the firm 
makes a big display “splash” in 
both papers. Mr. Bristow says: 
“We have found beyond the 
slightest doubt, that well-placed 
display advertisements pull more 
replies than any other form of 
property advertising.” 


Sales breakdown 


A BREAKDOWN of circulation 
prepared by the Manchester City 
News series is conservatively 
based on the average family unit 
of four within a predominantly 
D and E older age group class 
covered by their newspapers. 

The breakdown is designed to 
have a triple advantage: 

Of value to Manchester ad- 
vertisers, who rely on “dormitory 
sales” from people who buy in 
the city, is the general uniformity 
of readers throughout the im- 
mediate Manchester districts. 

Of value to the local district 
advertisers is the comparatively 
high percentage of readers within 
their immediate locality. 

Of value to the national adver- 
tiser is the facility to pin-point 


a purely Manchester district 
readership over the week-end 
without waste of circulation. 


Ss * * 

New RATE CARDS and promotion 
matter issued by the Caernarvon 
Herald series are being distributed 
on lists compiled from Advertiser's 
Annual as follows: 

1. General advertising agents (pp 


343-359 London, 361-368 
provinces). 

2. Specialised advertising agents 
categories a. d zg. h only 


(pp. 369 377). 
. Marketing specialists categories 
b and c only (pp. 378—379). 


~ 


4. Incorporated advertising con- 
sultants (pp. 385). 
S. British national advertisers (pp. 


628-672 London, 673—-722 
provinces. 722-723 Wales, 
729--731 Fire). 
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To cover the Midlands first cover Birmingham 


The Birmingham Post 


38 New Street, 
Birmingham, 2 


London Office : 
88 Fleet St., E.C.4 


Branches at: 
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ONE 


of several 
official 
Royal 
Portraits 
released 


this week 
Available from Autotype A 


For the most effective Coronation displays only REAL 
photographic enlargements can be considered. AUTOTYPE 
offer the latest official pictures by Court photographers, with 
quantity discounts. Available in all sizes from 20 ins. by 
15 ins. up to 100 ft. by 50ft. Latest additions include Royal 
Family groups and new portrait studies of H.R.H. The 
Duke of Edinburgh. Ask for illustrated Price List. 


Don’t leave it too late—Order NOW on 


AUTOTY PE.” 


(Most of the really good enlargements are made by Autotype) 


Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. EALing 2691 


48,000 of these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing. 


Another job, well done by . . . 
dée 


OF ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 + TELEPHONE 26817 . 20460 
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EDUCATION 


19§3 


Aprit 30 


Diploma holders favour 
College of Advertising 


At recent meetings of the 
executive committee of the 
Society of Diploma Members of 
the Advertising Association, the 
four articles on education for 


| advertising, written by the ed- 


| studies 


itor of “Advertiser's Weekly” 
and published during February, 
were discussed at length. F. W. 
JEFKINS, the Society’s educa- 
tion officer, was asked to present 
in this article an outline of the 
views expressed. 

was evident 


SOME concern 

(writes Mr. Jefkins) re- 
garding what appeared to be 
an underlying tone of belittle- 
ment of those who have passed 
the existing examinations. Per- 
haps this was unintentional, 
but it seemed to echo the senti- 
ments heard sometimes from 
those who belong to a different 
“school.” Nevertheless, — the 
Committee felt that the impli- 
cation was present throughout 
the articles that executives did 
not emerge from those who 
passed the existing examina- 
tions. 


We wondered if it was sufh 
ciently understood that students 
for the D.A.A. and the A.LP.A 
examinations are bv no means 
office boys? Their average age 
is 27. They have to spend three 
or four years on exhaustive 
The standards are high 
and those who cannot stand the 
pace quickly fall by the wayside. 

One has only to compare the pass 
list with the number of candi- 
dates to realise the standard that 
must have been achieved by the 
successful finalists. It is also fan 
to say that without practical 
experience neither examination 
iS likely to be passed. Each year 
there are some 300 entries for 
Division “A” of the D.A.A., vet 
less than 100 get as far as Divi- 
sion “D.” and less than 50 are 
awarded diplomas 

Members of the committee 
think, therefore, that the enter 
prising type of man or woman 
who is prepared to spend the 
time and money necessary to 
become qualified is the type most 
likely to go still further and 
become an executive The suc 
cessful student is better equipped 
in knowledge, ability. experience 
and attitude of mind to emerge 


as an executive That a great 


many have done so can be seen 
from the membership list of the 
§8.D.M.A.A. 

The first article suggested that 
existing facilities were inadequate. 
This problem arises from the fact 
that the advertising business is 
not very large and consequently 
there is not a large number of 
advertising students. The Adver- 
tising Association Diploma ex- 
amination attracts under S500 
candidates from all parts of the 
British Isles. 

The result is that 
handfuls of students in) various 
provincial towns and two. or 
three hundred in London. With 
this situation it is indeed difficult 
to organise adequate instruction, 
although the problem is to some 
extent overcome by correspond- 
ence school] tuition. 

This problem made the mem 
bers of the executive committee 
consider very seriously the sug 
gestions made in regard to a 
College of Advertising. 

While a Chair of Advertising 
IS NOt a very practical idea, there 
is a 200d argument for suggest 
ing that advertising should be 
included in the syllabus of the 
B.Sc. (Econ) examinations. This 
would be a step towards recog- 
nition of advertising as a respon 
sible and important aspect of 
modern industry and commerce 
It would mean that others beside 
advertising specialists would re- 
ceive education in advertising. It 
would also suggest a suitable 
degree for University students 
who wished to make advertising 
their career 


there are 


Drawback to 

Leicester Project 

So far as the provinces are 
concerned We fear little can be 
done unless the Leicester type of 
scheme can be put into operation 
Ihe great difficulty with = this 
scheme is its residential nature, 
which is not favoured by adver 
tising agencies. Agencies usually 
work as teams and it 1s argued 
that they cannot spare up-and- 
coming members so that they can 


attend residential courses, In 
advertising we are not dealing 
with vast firms which would 


scarcely miss one or two of their 
staff going away on a course 
This suggests that the residential 
tvpe of course will, in the main, 
only attract students from very 
big advertisers and publishers and 
possibly from a few of the big 
gest advertising agencies 
Nevertheless the idea of a 
College of Advertising is sound. 
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Published by 
TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 
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yc 


crochets 
sews 


cooks 
makes rugs 


then she buys 


STITCHCRAFT 
and keeps it 


ABC net sales 214,926 copies a month: Type area page 8} ins. x 6 ins. | 
£204 a page: Advertisement Manager 8S. H. BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford, Middlesex. Telephone EALing 6283. 


embroiders 


A. artist named Erasmus Jones 
was prone to giving hollow 
groans cach time a tracing came 
his way. For young Erasmus, 
strange to say, was always mak- 
ing stupid blots and, though he 
hollered “ Out damned spots !” 
and hacked away with razor blade, 

his tracings never made the grade. 


But things are so much better now 


since other artists showed him how, by \ 

working straight on Kodatrace, a blot 

or mark need not deface. A gentle | 
rub willsoon remove it—just try 


| 

| 
some Kodatrace and prove it. | 
| 


Kodat race | 


THE MODERN TRACING FILM 


A KODAK PRODUCT 


Supplied in 30° and 40° widths in rolls of 20 yards 
and half rolls of 10 yards 


Sole Distributors W.C.STom 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2_ Telephone: HOL. 6086 | 


210 


Aprit 30, 1953 


Education in Advertising continued 


and it was felt that such a col- 
lege was definitely needed in 
London. At the moment, even- 
ing classes are held at a number 
of colleges. How much better 
if they were all held under one 
roof! Such centralisation would 
lead to improvements all round. 
It would be something of an 
honour to lecture at the College 
of Advertising, and it is possible 
that top-grade lecturers would be 
attracted to give their services. 
It would also mean something to 
be able to say that one wis 
trained at the College of Adver- 
tising. The whole question of 
education for advertising would 
be raised to a high level. 

[It would not be merely a matter 
of “name.” A centralised college 
for advertising could offer facili- 
ties which are impossible under 
the present conditions. There 
would be a scope for exhibitions 
and demonstrations, film shows 
and a first-class library and read- 
ing room. The atmosphere of the 
entire building would be “Adver- 
tising” and apart from Diploma 
and A.I.P.A. lectures there could 
be further education and specia 
lised courses and research groups 

Perhaps this sounds almost as 
idealistic as the University Chair 
Not necessarily. Many trades and 
professions have their own 
schools. It is of course a ques- 
tion of finance. Two things are 
therefore proposed by the 
S.D.M.A.A 


First, that the idea of a Central 
London College of Advertising 
be discussed with the Director of 
Education of the London County 
Council 


Second, that a College of Ad- 


CONFERENCE 


The “Advertiser's Weekly” 
Conference Opinion Poll Com- 
petition provided many sugges- 
tions for improving advertising 
conferences. Those from the 
principal prizewinners appeared 
last week. Here are some more: 

These came from “under 30's” 
awarded full registrations, or cash 
equivalent 

Lectures, or perhaps an entire 
conference, directed especially 
towards equipping advertising men 
to answer all the main criticisms of 
their profession.-Philip Barron 

Let experts give 20-minute tech- 
nical talks on various aspects of 
advertising and allow a_ similar 
period for questions. Tony Wilson. 

An information centre for all 
conference activiies, with a team 
of “hosts.” male and female, to act 
as guides, sort out problems, and 
make introductions._-_Mrs 
Courtney-Lewis 

Debates on advertising subjects 
in the public eye, such as the 
Trafalgar Square signs and chloro- 
phyll. R. S. Newton. 

One conference session to be 
devoted to a series of group discus- 
sions on controversial advertising 
subjects. D. FE. Darroch 

Record the more important 
speeches so that these can be cir- 
culated to advertising clubs and 


vertising Fund be started as soon 
as possible. 

If the project were launched 
with sufficient determination and 
with the full co-operation of at 
least the Advertising Association, 
Institute of Incorporated Prac- 
titioners, Society of Diploma 
Members, the _ Incorporated 
Society of British Advertisers 
and the Incorporated Advertising 
Managers’ Association, it would 
surely be possible to secure the 
necessary subscriptions and en- 
dowments. Such support was 
forthcoming for the International 
Advertising Conference and here 
is a project which would be 
permanently beneficial] to the 
entire advertising business. 

Finally, the committee discussed 
the question of closer liaison 
between the Advertising Associa- 
tion and the Institute, and the 
avoidance of so much duplication. 
It was felt that some of the sug- 
gestions made were rather too 
involved, and that a more simple 
scheme of things was needed. 
No doubt the first step is to 
secure a common. Intermediate 
for the two examinations, but 
are we not rather deluding our- 
selves if we talk of “advertising 
degrees?” Let us keep to pro- 
fessional qualifications, not be- 
come confused with academic 
distinctions, and let us retain the 
pattern of Intermediate and 
Final Examinations. 

This, of course, does not deny 
consideration of schemes for 
further education for those who 
have qualified through the exist- 
ing examinations. Here there is 
scope for advanced examinations 
in specialised subjects, research, 
and the writing of theses. 


SUGGESTIONS 


played back for the benefit of 
people who cannot atiend.-Alan 
Betts. 

Cut out the dances but organise 
a “get-together” on the Saturday 
night. Beer should be available for 
those who cannot afford “shorts.” 
Tony Wilson 

Appeal to advertising agents, ad 
vertisers, etc., each to send one or 
more of their young people to the 
Conference..-O. H. Bragli. 

There was much interesting 
material among the suggestions 
that did not win awards. 

A number of entrants felt that 
the public should be brought into 
conference programmes, cither as 
critics of advertising or to learn 
about it. Many suggested that ad- 
vertisers should be encouraged to 
talk about their campaigns: others 
that the arts of visual display should 
be more freely used that there 
should be more showmanship in the 
presentation at conferences of adver- 
tising themes. Some of the ideas 
put forward—a youth session. a 
showing of advertising films—have 
already been carried out. 

The suggestions in general re- 
flected the opinions disclosed by the 
poll—the desire for more con 
troversy and more discussion among 
delegates themselves. 
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FRIGIDAIRE 


Y come and see 
all the very latest ideas 
in ‘POINT-OF-SALE’ 
at the 


* IF YOU HAVE NOT 

SEEN A COPY OF 
THE ACME BOOKLET 
WRITE TO 


NEW SUPER SHOWROOMS 


9 SOUTH MOLTON STREET, LONDON, wW.! : Telephone: MAYfair 0292 
Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM, 4 © Tel: Birm. Cent. 2325 
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OBSERVER 


Certified 
Average Net Sale 


July — December, 1952 


AO4.144 


(Audit Bureau of Circulations) 


Display Rate : 
Cll an inch 


The Observer Ltd. 22 Tudor St., E.C.4 =: 
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an ell of a size 


WHEN 


advertisements that we made enlargements up to 56 


WE SAID in) one of our 
by 100 feet the printer rang us up. Did we mean 
inches, he asked. We said no, we meant teet. Well, he 
said, it’s an cll ot a size. (This is all quite true !) 

Whether your requirements are to 
be measured in inches or feet it is well to remember 
that most of the really good photographic en- 
largements are made by Autotype in monochrome 
or colour or as transparencies for rear illumination. 

Get in touch with Autotype to 
find out how enlargements can be used to the greatest 


advantage in any display field. 


Js 
AUTOTYPE. 


Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. 


¥% 2 cloth measure equal to |} yards 


Ealing 2691 | 


YEAR ago Tweedvale 

Woollens Ltd. approached 
Sales Promotion (Leicester). 
Their problem: Sales of tar- 
tan travelling rugs had practi- 
cally disappeared and the 
traditional outlets would not 
place orders for them. If pro- 
duction was to proceed and 
the firm’s employees continue 
to be retained, a new market 
nad to be found. After careful 
consideration, it was decided 
to promote the rugs through 
garages, as motorists were the 
greatest users. 

A market research was there- 
fore carried out in the motor 
trade to find out: 

(a) The percentage of 
owners who use 
rugs 

(b) The 
them. 

(c) If Larages 
“Tweedvale” 
ling rugs 

(d) If garages stocked them, 
how they should be packed 
and displayed. 

(ec) What price they should sell 
at 

(f) What was the _ biggest 
motive to induce the retail 
trader to co-operate 

It was found that 85 per cent 
of car owners had used or would 
be interested in the purchase of 
travelling rugs. They were used 
for the following reasons 
PICNICS: For sitting 

grass and having meals 

ON THE BEACH: To keep sand 
off clothing 

TRAVELLING: Rugs provide 
an extra blanket on the hotel 
bed. 

SPORTING EVENTS: 
ting on and = tor 
round the legs 

IN THE CAR: Rugs are ideal to 
protect upholstery when travel- 
ling with luggage inside the 
car, a suitcase, or even a shop 
ping basket can so easily leave 
a permanent mark 

APPEARANCE: Tartan. travel- 
ling rugs look beautiful in the 
back of any car 
Garages would sell them if 

they knew all about them, and 
they were packed jn heavy trans- 
parent paper so that they could 
not be soiled by the garage staff. 
They wanted a round price (SOs 
was fixed) and the biggest motive 
for stocking was profit They 
also wanted to be sure that the 
makers would stand behind them 
if any defect showed up in the 
product 

A display stand was designed 
and with each rug there is a 
written guarantee that it will be 
unshrinkable in) washing, with 
fast dyes, will be fast to light, 
and that if it shows any of these 
defects within 12-months, under 


ear 
travelling 
uses they found for 
sell 
travel- 


would 
tartan 


on the 


For sit- 
wrapping 


30, 1953 


APRIL 


Firm saved by decision 


to use new outlets 


reasonable treatment, it will be 
replaced 

Advertising in the trade papers 
was carried out Blocks were 
made available, free, for firms’ 
own catalogues. With all first 
orders a sales letter was offered, 
to be printed on the trader's own 
letter headings, for him to send 
out as a mailing shot. 

Leaflets, which are over-printed 
for the trader, were also made 
available for him to send out with 
his invoices, ete. 

The two biggest sales factors 
were found to be: 

1. The extra profit which the 
garage owner makes (e.g. if 
he sells six rugs a week, he 
makes £3 10s., if he sells 
one dozen a week, he pays 
the wages of one of his 
staff The scheme has 


TEN SALES 
PROMOTERS 


These sales aids were used 
in the campaign to sell more 
rugs 


(1) Letter introducing fac 
tors and garages to the 

vcheme. 

Follow-up letter to ask 

them to be ready fora 
sales rush, 

(3) Letter duplic ated on 
garages) own notepaper 
for them to send out. 

(4) Letter outlining — selline 
ideas and including sales 
pounts, 

(5) Order 

(6) “Story 

(7) Reprint 
Trader 
28, 1952 

(8) Reprint of advertisement 
in “Motor Trader,” 
October 22, 1952 

(9) Guarantee — card 
with everv rug 

(10) Leaflet 
stockists, 


(2) 


form 
of the 
from 


Clans 
“Motor 
editorial, May 


viven 


given free to 


meant, in effect, that during 
the first six months, nearly 
£10,000 extra profit has been 
made for the garages who 
stock these rugs It is 
planned to increase — this 
profit to £25,000 in the next 
six months, 

2. Everyone who comes into 
contact with the scheme, 
right down to the junior 
salesmen, is given all the 
selling points continually. 
All the questions they are 
asked are answered for them 

The story of the six Tartans 

and an easy order form giving 
the names of the Tartans is sup- 
pled, and the name of the Clan 
of the Tartan is attached to each 
rug 
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WHAT ONE TRADE JOURNAL SAYS 


ABOWT ANOTHER . .. THE RECORD-BREAKING 


SPRING /SSUE OF THE 
HARDWARE TRADE JOURNAL 


‘*The British and Colonial Printer’’ 
April 3rd says... 


A weekly trade journal consisting of $20 
Pages and cover is pretty astonishing, but 
when some 420-0odd of those pages are 
advertisements it takes one’s breath away 
But that is the feat achieved by The Hard 
ware Frade Journal wm its: special spring 
number. It was a terrific job for the printers 
Keliher, Hudson & Kearns Ltd. but the 
result is a credit to them, the editorial staff 
and the publishers. The setting up of the 
display advertisements alone must have been 
quite a job. Several colours have been used 
including a special editorial supplement on 
Spring Trade in green and sepia. This has 
come out quite well, the sepia teat being 
unusually readable. Reading such a journal 
one is quite surprised by the variety of 
goods supplied by hardware stores and the 
remarkable range of souvenirs in store for 
us to commemorate the Coronation. Besides 
the traditional mugs and spoons there will 
be such things as bellows, thermos flasks and 
even horse brasses embossed with the Royal 
msignia \ study of the advertisements in 
this remarkable issue is an education too 
Did you know there were such things as 
aluminium beer barrels or special sensors 
for weavers’? But the advertisement which 
impressed me most was that of Crown 
Merton Aluminium Ware which proudly 
informs hardware merchants that all Crown 
Merton Salesmen now wear a special tie! 


428 PAGES OF DISPLAY ADVERTISEMENTS — 948 ADVERTISERS 
SURE PROOF OF THIS IMMENSELY POWERFUL SELLING MEDIUM 


TRADE-WIDE WORLD-WIDE COVERAGE EVERY WEEK 
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Each one of our “‘ Gifts ”’ 


= 


For Ladies 


mending afterwards) 


NAIL FILES 

DIPSTICK TISSUES. 
(For Motorists) 

ANTISEPTIC PENCIL 
BOOKLETS 

SOAP LEAF BOOKLETS 


(Travel emergency) 


( Tourist—combination) 


(For mending broken 
ornaments) 


Silk, from 3 6d. to 30 - 
Manufacturers ° 


each 


Telephone: Aintree 1357 


SOAP LEAF AND TOWEL 
GLUE MATCH BOOKLET 


MosQuiTO BITE PENCILS 
For Christmas distribution, we have a range of artistic gift lines in Leather and 


SUDDERICK & CO. 


25-27 SEFTON ROAD, WALTON, LIVERPOOL 9 


‘GIVE-AWAY” BOOKLETS 


means maximum PUBLICITY 


The reason :— 
Apart from being 
they are highly artistic, 
constructed under super- 
vision, and have a usefulness 
lasting for many weeks before 
the klet is exhausted. 
This period represents the 
Publicity given to your 
Name and Article as depicted 
on the cover 

Whether you produce Soft 
Goods, Hard Goods, Food 
Stuffs, Footwear, Wines, 
Machinery or Oils, the 
people who could buy your 
goods will welcome the 
“Gift Booklet’’. 

Ideal for distribution at 
Exhibitions—Motor, Shoe, 
Brewers’, etc. 


“*novel’’, 


Price range of Publicity Seshtete: 70/- to 120/- per 1,000 


LADDERSTOP BOOKLETS. 
(For nylons and silks, perfect 


PERFUME PENCILS. 
(One per handbag erc ) 


STYPTIC PENCIL 
BOOKLETS 
se _— 
a | 
MOTH PENCIL BOOKLETS 
MOTH WAFERS 
for upholstery, etc 
FLOWER REFRESHING 
LEAVES (For cut flowers) 
AIR CONDITIONING 
TISSUES (For sick rooms, etc 
Contain Chlorophyll) 
GARDEN PEST PENCILS. 


LTD. 


Established 1928 


ROYAL PHOTOGRAPHS 
by 


photowork 


Black and white photographs in all sizes can 
still be supplied if ordered promptly. Write 
today for illustrated leaflet to 


PHOTOWORK LTD. 
Dept A.W. Brighouse, Yorkshire 
Phone: 1240 Also 73 Baker St., London, W | 
Welbeck 09 


+++ @ symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLbern 252! 


melele 


SQUARE MILES 


of prosperous industrial and agri- 
cultural areas of BEDS, HERTS, 
and BUCKS, with probably the 
lowest figure of unemployment 
in the country, covered by 


HOME COUNTIES 
NEWSPAPERS GROUP 


COMPRISING 


The Luton News 

Beds & Herts Saturday Telegraph 

Beds & Herts Pictorial 

West Herts Post 

Herts Pictorial 

Bucks Advertiser 

Merpenden Free Press 
Boro G 

iougheen Buzzard Observer 

North Bucks Times 

ot District Gazette 


45/- = 


Rate Cards for individual 
papers on application. 


. oo. 
INCH 


Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton 5050 
Advertisement Manager: C. W. Gilder 
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Apku 30, 


We take biggest share of 


Danish car market again 


By JUST BORTHEN, 
of Joshua B. Powers Lid. 


Nine months ago the author warned: Germany 
is taking over Britain’s markets in Scandi- 
navia. He cited motor vehicles as an example. 
Now he has a more cheerful story to tell. 


AST year, in the July 10 

issue, | wrote that 
German cars were favourites 
in Denmark. I pointed out 
in that article how — the 
Germans had managed to sell 
more cars than any other 
nation in Denmark, and | 
questioned whether Britain was 
using the right methods and 
sufficient advertising to main- 
tain the supreme position it 
had on the Danish market 
before the Germans got re- 
organised. The figures | had 
at my disposal were the latest 
report at that time from Dan- 
marks  Handels — Statistiske 
Meddelelser, and these figures 
were based on all registered 
cars in Denmark in 1951]. 

We can compara- 
tively clear view of what hap- 
pened in the calendar year of 
1952. and it is interesting to note 
that imports of cars to Denmark 
changed drastically in Britain's 
favour. 

It is now evident that Britain 
is leading on the Danish market 
with lorries and cars. It is mainly 


now get a 


Britain and Germany 
fighting for these markets and 
the rapidly increasing German 
automobile industry has presented 
serious competition lately. 

The last figures prove, however, 
that Britain not only holds the 
fort, but is consolidating its lead. 

In January 1953, Britain 
delivered nearly half of all cars 
registered in) Denmark. The 
Germans came as a very close 
No. 2 and France as No. 3, but 
the registration of French cars 
comes way below that of Britain 
and Germany who together more 
or less dominate the market. 

Britain also has a leading posi- 
tion as far as vans are concerned 
and delivers more than half of all 
lorries registered. In one special 
field, buses, it is Britain and 
Sweden who together dominate 
the picture. 

Of British cars sold on the 
Danish market, the following are 
the most important, mentioned 
alphabetically: Austin, Ford, 
Humber, Morris and Vauxhall. 
Of the German cars, the Volks- 
wagon and Opel lines are the 
most important. The main 
French cars are Citroen, Renault 
and Simca. 


who are 


AD. FACILITIES ON NEW 
STOCKHOLM ‘TUBE’ 


NEW stretch of under- 
ground railway, considered 
to be the most modern in the 
world, has been opened in 
Western Stockholm, Sweden. 
Advertisements are being ac- 
cepted on various sections, on the 
walls around the platforms, on 
each side of the escalators and on 
the ticket and control boxes at 
entries and exits. The sizes avail- 
able are: on the platform walls 
2,100 x 3,000 mm. and on the 
escalator walls as well as on 
ticket and control boxes 700 x 
1,000 mm. and 500 x 700 mm 
These sites are administered by 
A. B. Tunnelbanereklam. 
Another firm, Sparvagsreklam- 
Stockholm, is responsible for 
poster sites inside the trains 
These, it is claimed, have been 
placed after careful planning so 
as to be seen by as many pas- 


sengers as possible. Four sizes are 
available as follows: S500) x 
241 mm., 500 x 350 mm., 250 x 
241 mm. and 500 x 700 mm. 

It is estimated that about 
250,000 people will travel daily 
on the Southern and the new 
Western undergrounds combined. 
The new advertising medium in 
Stockholm is limited, however, by 
the fact that the underground for 
the time being is comparatively 
short, 

* * * 

The South Swedish Journa- 
lists’ Association, with head- 
quarters in Malmo, organise an 
annual event known as the “Pres- 
sens Rundtur” which has as its 
object the strengthening of trad- 
ing and cultural relations with 
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\DVERTISER’S WEEKLY 


OVER 5,000 STAFF 


available for distribution of 
samples and circulars from 
house-to-house 


Circular Distributors Ltd., with 
the largest organisation of its 
kind in the U.K. can under- 
take distribution of samples and 
circulars to households in all 
urban and suburban areas. 


STRICT CONTROL OF 
DISTRIBUTION 


The method of distribution ts 
controlled. A team 
consisting of four distributors 
(usually women) is controlled 
constantly by a full-time Super- 
visor (man or woman). The 
Supervisor has a car in which the 
samples and circulars are carried, 
His task is to organise his team 
so that the most efficient distribu- 
tion 1s effected, no property is 
either missed or duplicated and 
that no dumping occurs. He back- 
checks on the distributors” work 
to ensure that it has been com- 
pleted satisfactorily. 

In turn, Supervisors are subject 
to supervision by Area Inspectors 
who pay frequent visits to the 
teams Operating in the area to 


closely 


check both the Supervisor and the 
Distributors. 

Distribution is carefully planned 
before a team starts operations 
Every town in the U.K. has been 
plotted on large-scale maps, each 
divided into blocks and numbered 
in order of working. The cover- 
age obtained is not less than 95 
of the households in the area. 
Head Office always knows the 
approximate whereabouts of any 
team, and inspectors and clients 
can pick them up at short notice. 
Head Office receives daily reports 
from every team, and a weekly 
summary of distribution made ts 
sent to clients. 


RATE OF DISTRISUTION 


The rate of distribution obtained 
from a team varies considerably 
according to the class of property 
being worked, and the weather. 
Lower-class terraced — property, 
council flats etc., mean a_ higher 
rate of distribution; -better-class 
property, with drives, a lower 
rate. On any extensive operation, 


a safe average 1s 11,000 to 12,000 
per week for all classes of 
property, subject to weather. 


COSTS 


The services of a team are sold 
on a time basis of £40 per week, 
so that an average distribution 
cost works out at approximately 
Ad. per household 

A booklet giving full details ot 
the service and number of house- 
holds in towns throughout the 
U.K... is available to advertisers. 
Send for a copy to-day. 


manne - 75 


Special Note to 
Market Research Depts. 


| 

| 

! 
Many of the large staff we | 
employ, fully experienced in 1 
field work are able to ask ! 
intelligent questions tactfully | 
and to record clear answers. ! 
We can undertake field | 
work on an extensive scale | 
inalmost any partofthe U.K. | 
! 

' 


ee a ee ee ee 


CIRCULAR DISTRIBUTORS 


LIMITED 


Head Office: 21 LEIGH STREET, LIVERPOOL. Phone: ROYAL 8861 (8 lines) 
London Office : MADDOX HOUSE, 215 221 REGENT STREET. Phone : REGENT 1081 (4 lines) 


i De ja Sn .. aiallie a a er es oe t a 
— a a ns I a oe Eps a en ee ’ a j . 
| Sag a ; : 
{ 
NC 25 SS | 
{ SS SSS 
i 
s 
ee : 
al 
S 
“ay 
2 
ee ; 
st 
" 
a 
Pe : 
ee | 
TET A RS NT RRR RR a 


a 
= 


ADVERTISER'S WEEKLY 


idea to finished plate. 


phone Strand Litho. 


157 


‘Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “‘ Multilith’’ and Rotaprint Users 
The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- P E 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
So to be sure of quick, 
friendly, personal attention to every detail... 


FARRINGDON ROAD 


H,O;N 
TERMINUS 
2691/4 


THE STRAND LITHOGRAPHIC Co. LTD. 


LONDON 


Mechanieal World 


AND 


MANCHESTER OFFICE 


Sewage 
is our 


Undoubtedly one of the best media 
tor reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card. 


EMMOTT & CO. LTD. 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C.4 
31 KING STREET WEST, MANCHESTER 3 


“bread & butter” 


Not literally, thank goodness! but 
the ‘Water & Sanitary Engineer’ 


holds a pre-eminent position in the . 


world of sanitation, and you can in- 
clude it with confidence in any 
scheme aimed at this important 
market. 
Specimen copy 
pleasure from 
DALE REYNOLDS & CO. LTD. 
32 Finsbury Square, London, E.C.2. 


and rates with 


A.B.C. 23,213 


The 
Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 


ye42-1959 


FOR FOLDING 
BOXES 


72. 
SON & WATTS Lt 
vue st. LONoON, E. o~- . 


mONarch 7a0d (= 


ENCINEERINC RECORD 


is an 


Mw 14 


British advertisers anxious to 
increase their trade with 
_Denmark should investigate the 
possibilities of ExstrasLaver, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
i space facilities. Full details from 


CRANE-DEBENHAM LTD., 


69, FLEET STREET, LONDON, E-C-4 
Central 2811 ’ 


CORONATION 


SCREEN PRINTING | 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


OURS GR YOURS AS DESIRED 
LONG OR SHORT RUNS 
DETAILS AND QUOTATION 
BY RETURN 


ASA FOR OUR CORONATION WINDOW PELMED E 1 EACH 


A ‘‘MUST’’* FOR LUXURY GOODS 


ADVERTISERS FOR APPEAL TO THE 
MANY WELL-TO-DO VISITORS WHO 
WILL FILL THE LONDON THEATRES 
IN *LONDON'’S EATRE PROGRAMMES 
you can interest them in Perfumes, Clothes, 
Shoes, Jewellery, Cars, Restaurants, etc., 
while they are in their most receptive mood 
—in the theatre. Page rate from £5 per week 
GRANTLEY & CO. LTD. 
63/5 Piccadilly, W.!. 


| 
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Regent 2552°3°4 | cxpanding businesses in Australia 


Ht 


Advertisements were 


ath. . 
t + 


“designed into” 
system to add colour to walls and trains. 


Aprit 30, 1953 
: | 
a > 


“hh bw 


the new Stockholm underground 
This is a single-platform 


station with posters facing the waiting passengers. 


other countries. One country is 
selected each year, and the cele- 
bration consists of an industrial 
exhibition, together with numer- 
ous functions of a commercia! 
or cultura] nature, illustrating 
the way of life of the country 
concerned The event has be- 
come a tradition in South Sweden 


and is strongly supported and 
patronised by the local com- 
munity 


The United Kingdom has been 
selected for 1953, and British 
Week will take place from July 
23 to August 3. To mark Coro- 
nation vear the organisers are 
planning an even more ambitious 


programme than usual. Among 
the attractions for which nego- 
tiations are proceeding are a 


naval visit and a possible visit 
by London buses. 

The British Industrial Fair will 
be held in the Tennis Stadium 
at Malmo, which provides 800 
square metres of covered exhibit- 
ing space and 3,000 to 4,000 
square metres of open space, It 
is proposed to reserve covered 
space for the lighter industries. 

Since the Swedish Government 
has lifted quantitative restrictions 
from the major part (about 91 
per cent) of Sweden's imports. 
manufacturers have been urged 
by the Beard of Trade to investi- 
gate the possib‘lities of the British 
Fair for publicising their goods 
in. the important market of 
South Sweden 

* ¥ * 

Australian retaj! traders in the 
quarter ended December 31. 
1952, reported sales at a record 
high of A£535,200,000. This 
represents an increase of 16 per 
cent on the previous quarter and 
s 2:4 per cent better than in the 
quarter ended December 31, 1951 

Statistics show that sales of 
clothing, food and liquor are on 
the upgrade. Sales of electrical 
goods were down 3:1 per cent and 
furniture 4°6 per cent compared 
with the three months to Decem- 
ber 1951. Sales of motor vehicles 
and petrol] were down, and in 
this particular field there have 
been a number of aggressive 
advertising campaigns to main 
tain a sales level 

Give-aways and sample 
are tHcreéasine and 
merchandising — their 


pack ‘ 
retailers are 
goods in 


striking displavs in order to 
stimulate impulse buying. 
*~ * ~ 


Overseas companies !aunching 


are known to be raising £20 
million loan funds from Austra- 
lian sources. Details of funds 
being raised locally by overseas 
companies are: 

1. Oil corporations, £10 million. 
2. Motor manufacture, £6 mil- 

lion. 

3. Food processing, £4 million, 

Foreign capital is floating into 
Australia, chiefly from the United 
Kingdom and the United States, 
at an annual rate £AS0 million, 
and most authorities agree that 
this rate will be repeatedly in- 
creased in the immediate years 
ahead. 

* * * 

These are the portents which 
indicate the tremendous progress 
that can be expected in Australia 
during the next few years—por- 
tents which in turn mean better 
business and record-breaking ad- 
vertising appropriations covering 
all media.—Goldhberg Advertising 
Agency Ltd., Sydney. 

* * * 

Competition continues to be 
keen in Switzerland with com- 
merce and industry redoubling 
their efforts to push up sales. 

This state of affairs results in 
a steady increase of expenditure 
on advertising, and = although 
there are no official statistics on 
the subject, advertising appropri- 
ations for 1952 are considered to 
show an increase over the 
previous Year, 

As the number of advertising 
media does not grow in propor- 
tion to the increased demand for 
space, many advertisers are find- 
ing that they must make bookings 
far in advance if they are to 
obtain any space at all. 

For instance, no further adver- 
tising films can be accepted for 
the season 1953-54, and it ts 
necessary to make reservations 
now for programmes in_ the 
1954-55 season. The demand for 
poster-sites is also keen, and 
orders must be placed several 
months in advance, Similarly, 
many of the important illustrated 
magazines are fully booked up 
until August, and many with 
special autumn numbers are 
already sold out. Only in the 
daily newspapers is space still 
available without booking months 


in advance. — Publicitas, S.A., 
Lausanne. 

* * 
From the May 12 _ issue, 
Hiemmet, the Danish daily, will 


publish 32 pages per issue insteac 
of 28. 
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ADVERTISER'S WEEKLY 


ALBERT MILHADO 


announces with regret .... 


I that all space has been sold — and therefore he cannot accept any 
further orders — for the Coronation supplement in: 


LE SOIR eh — ; % 7 es (Belgium) 
GAZET VAN ANTWERPEN ... ; ea (Belgium) 
ELSEVIERS WEEKBLAD » « 4 ‘: (Holland) 
DE TELEGRAAF a . . - 4 . < (Holland) 
NATIONALTIDENDE .. . % - < of (Denmark) 
JYLLANDS POSTEN .. batt —— . 4 (Denmark) 
DAGBLADET — . - eS ‘ % (Norway) 


2 that all space has been sold in the official catalogue of the “Made in 
England’’ Exhibition in Zurich (Switzerland), for which our organ- 
isation had the honour of being appointed the official U.K. 
representatives. 


We have been told, that this is the first time in advertising history, that 

one representative has booked orders for a special supplement in 7 

continental papers at the same time. However, we cannot confirm this 
as our research has only gone back to 1837. 


The experts on foreign advertising 


Albert Milhado & Co. Ltd. 


140 CROMWELL ROAD, LONDON, S.W.7 
Tel. FREmantle 8592/3 
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CHARLES W. CAIN, author of “Military Aircraft of the 
U.S.S.R..”’ believes that Russia has flown an atomic-powered 
bomber. His evidence is not conclusive. But— in the belief that 
there is seldom smoke without fire ~s A.F. Review publishes 


eons article and leaves readers to j tional 
gh they are—for themselves . ein 


Russi 
first of 
perfect an 
craft—and q 
is we!l on the 
momentous go 
America has ad 


mee red air 
= BOMBER 
development of \@ 
progress in this fie 


What evidence is thert 
| rious 
will 


Has Russia 
built it? 


ne Laustern Zone of Gg 
that it would eventually reach th@p¥ 
Germans, in turn, passed the infornmiiieg 
Zone. And so, eventually, through my fit 
arrived in Britain. 


PROJECT ONE 
This concerns an atomic-powered aircraft engh 
under development at the Soviet Atomic Energy Sta] 
the Altai Mountains of Mongolia. The work is unda™ 
control of Major-General Stepichev, a strict disciplinadggp 
who is keeping very tight rein on leakages*-a task mi 
easier by the remoteness of the experimental site. 
But before transfer to Mongolia the nuclear-engine 
development was being carried out by a Polish scientist 


ped 


Roman C zestowicz—as long ago as 1948 in his own country. 
Czestowicz was known to be working on a nuclear rocket 
a motor using a Uranium 235 reactor with mercury as the heat 
bee transfer agent. Once the work looked like being successful 


it was lifted bodily to Russia. 


Since then, of course, there has 
been little reliable news. 


tect the crew from harmful neutrons and gamma rays. 


been estimated that something like 20 tons may be necessary 
to provide adequate safety 


not larger, 
region of 350,000 Ib.). 


, s 


- especially of men’s consumer gods. A strong medium, too, ss 
for branded goods in N.A.A.F.L. overseas. Photogravare : 


OYAL AIR FORCE 
R s 46 ‘Ba 


Flying Review 


180 FLEET STREET, LONDON, 


E.C.4 Tel. 


x0 POWERED 
Lee SO WETS 


One of the major problems in producing an airborne atom- 
powered unit is the weight of the shielding necessary to pro- 


Lead 
or concrete is an ideal material for this purpose, but it has 


' (Because of this shielding 
factor the American atomic-aircraft may well be as large if 
than the Brabazon, with an all-up weight in the 
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LEGAL QUERIES ANSWERED 


Are packs protected 
by copyright? 


Y. A rival advertiser is using a 
pack which can be mistaken 
for mine. Is there any copy- 
right in a vack design? 

A. Yes, there is copyright in 
pack designs. Assuming that the 
pack is printed, then copyright 
is automatic, provi ded of course 
it is an. original work I} 
Design Rules of 1949 expressly 
exclude “printed matter primarily 
of a literary or artistic character” 
from the requirement of regis- 
tration under the Registered 
Design Act, thereby giving it the 
benefit of protection under the 
Copyright Act, 1949 

If, however, it is the design of 
the pack itself -that is, the 
‘shape, configuration or pattern,” 
as distinct from the printed 
design—then it may be worth 
while considering registration 

Apart from copyright and 
registration however, your 
remedy may be an action for 
“passing off.” In Kerly’s work on 
Trade Marks, it is pointed out 
that “the general appearance of 
a trader's goods as they are pre- 
sented to purchasers is often the 
most important of the signs by 
which the goods are recognised 
as his, and an imitation of it fre- 
quently affords the — readiest 
means by which a_ fraudulent 
rival can pass off his goods as the 
goods of the other.” 

The case of Lever v. Goodwin 
is a good illustration of the prin 
cinles involved Levers wer? 
selling packets of soan wrapped 
in parchment paper. on which 
the words “Sunlight Self-Washer” 
were printed. The other firm 
began to use similar packets, and 
similar paper. on which they 
printed “Goodwin's Self-Washing 
Soin”: tn similar tvne. Goodwin's 
declared. with truth. that there 
was no trade mark in “self- 
washer” or “self-washine”: there 
was no monopoly in the style of 
printing used nor the paper. The 
asked why should they be res 
trained from using these thines 

Lord Justice Cotton made this 
comment: “That is an obvious 
fallacy. There may be no mono- 
poly at all in the individual 
things, but if thev are so com- 
bined by the defendants as to 
pass off the defendant's goeds as 
the nlaimtiff’s then the defendants 
have brought themselves within 


| the old common law doctrine in 


respect of which equity will give 
to the aeerieved party an iniune 
tion to restrain the defendants 
from passing off their goods as 
those of the nlaintiffs.” 

If the leading features of the 
nacks. however, are common to 
the trade, an action for nassing 
of will not succeed 


Q. Some months aeo 1 sent some 


booklets overseas as part 
of a drive to stimulate 
exports. In the booklet was 
a reference to a well-known 
personage, who now alleges 
that he has been libelled. 1 
am assured that by the law of 
this country he has no cause 
for complaint, but if he has 
according to the law of the 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


other country, can he sue me 
in this country? 


A. In order to bring an action 
in England, in the circumstances 
outlined in the question, two con- 
ditions must be fulfilled. First. 
the wrong must be of such a 
character that it would have been 
actionable if committed in this 
country. Secondly, the act must 
not have been justifiable by the 
iaw Of the place where it was 
done 

If you are right in your con- 
tention that the person mentioned 
has no case against you, accord- 
ing to the law of this country, 
then he cannot sue you here. As 
the material complained of was 
“published” in another country, 
if it is defamatory by the laws 
of that country, he may, of 
course, sue you there 


Q. A publisher offered me a cer- 
fain amount of space, far 
more than I want. However, 
1 accepted abou, SO per cent 
and wrote to him accordingly 
I heard nothing from him and 
now that Il want the snace, he 
savs that | cannot have it, as 
I had not booked it. What is 


my position? 


A. Your position is not a very 
happy one. for there is no con- 
tract between you and the pub- 
lisher. The rule is that “an 
acceptance must be identical with 
the offer, and must not vary its 
terms in anv way.” When you 
“accepted” S50 per cent of the 
space. what you did in effect was 
to refuse his first offer and made 
a counter-offer. which apparently 
he was not disposed to accent 


So far as he is concerned, legally. 
that was the end of the matter 
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BREAN HILTON 


‘If no worse example leaves these shores . . .’ 


ARCLAYS BANK -sap- 

pears to be the first of the 
banks to give special Corona- 
tion service to its overseas 
customers. The bank has 
caused Charles Barker & Sons 
to produce a book called 
“Royal London,” which is a 
guide to Royal residences, 
statues, parks, theatres and 
miscellanea. 

It is a handsome book, and the 
clever part of it is that it is not 
extravagant. The board covers 
are mounted with a reproduction 
of a view of London as it ap- 
peared in 1710 when viewed from 
the site on which Buckingham 
Palace now stands. It is printed 
in black and royal vurple with 
the title in white lettered in a 
pen script. 

The plan of the 64-page book 
is simple. A chapter is devoted 
to each of the aspects listed 
Excellent photogranhs by 
Geotfrey Gilbert are annotated 
by text written crisply and at no 
greater length than necessary to 
tel the story 


The result is a book of lively 


inferest to Coronation visitors to 
this country, sufficiently compact 
to be contained in their luggage 
without putting up the baggage 
excess embarrassingly, and hand- 
some enough to be taken back 
home and kept as a souvenir of 
the best kind 

The end papers form an in- 
teresting detail. On a purple 
background they carry photo 
graphs of British coins back to 
George IV, 

The book was impeccably 
printed by Cowells. If no worse 
example of British craftsmanship 
were to leave these shores this 
year we should do well 


* ” ¥ 


WHEN BOWATERS want to pro- 
duce a piece of print two factors 
ure obvious: (a) the cost of the 
paper does not matter; and (b) 
choice of the right paper for the 
job is automatic 

So to the Internationa! Har- 
vester Company of Great Britain 
Ltd. | commend a= study of 
Bowater’s annual report. This is 
1 90-nage book, royal quarto 
trimmed. The first half consists 


of Magazine material and 
printed on Cotinex, which 

the half-tones quite satisfactor 
the second part consists entir 


‘ . . 

Coronation print 
Littl has yet been seen of 
printed advertising material 
slanted at the Coronation. A 
book has now come from 
Barclays Bank. It is reviewed 

here by Brian Hilton. 


of figures, and for this Bowaters 
have avoided the sheen of art 
paper striking across tables of 
figures by using Lithocote. a 
smooth but matt paper which is 
dead white This, as its name 
suggests, is a suitable paper for 
offset printing, especially in colour 
when the white ground is 
an advantage, but it is also satis 
factory for letterpress. 1 
and half-tones can be 
desired, though nobody 
recommend tt for a 

Magazine 


! 
cieal 


lat tints 
used if 

would 
pictorial 


1 he 
annual 
paper 


Lones, 


Harvester 
iS printed on art 
There are a few half 
but detail is nowhere imm- 
portant, What, presumably, dic- 
the use of art paper was 
the designer's passion for solid 
tint panels and backgrounds 
These he has used in blue and 
yellow. One page is covered 
completely with solid yellow on 
which text in limes ital reads 
extremely well. The headline, 
though, in l0pt. Ultra Bodoni 
shade too brilliant by 
reason of the strong contrast be 
tween the yellow mass and the 
thick black strokes of the letters 
The contrast tends to obliterate 
the thin strokes, and optically to 
destroy the form of the letter 
This weakness is inherent in Ultra 
Bodoni and all other types with 
pronounced thicks and thins; the 
remedy is a larger size of type 
Flat tints in large masses sug 
gest art paner, though there are 
printers who can get them out 
smooth and solid on uncoated 
and even matt surfaces Since 
however, art paper js not the best 
kind of stock on which to print 
a lot of figures on account of 


International 
report 


tated 


caps Is a 


COVER YOUR MARKET through all or 
any of 3,500 Independent Cinemas (the backbone of the 
industry) in England, Wales, Scotland and Northern Ireland. 


BUILD EXTRA SALES through 


_ Presburys SOLUS Advertising Film. No limit to length 
or number of mentions or visuals, 


a Presburys ONE-MINUTE solus or semi-solus film — 
exhibited on its own or with general interest items in a 


*“*magazine"’ film 


3 a Presburys FILMLET (normally 20 feet long) - 


quick ‘‘punchy"’ message. 


for wider conroge chow... DD ECBIIDYC 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2. 


ideal for a 


Member of the Screen Advertising 
Association and the Association of 
Specialised Film Producers 


Tel. WHitehall 3601 
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MANCHESTER LEADS | 
IN 


ANOTHER READERSHIP 
FIELD 


With the City’s only weekend 
Group of Local newspapers: 
cheap on a rate per thousand 
s.c.i. basis; attractive to Adver- 
tising Agents with its rise in 
commission discount—now 15"... 


Combined Rate |5/- s.c.i. for insertions 
in ALL THREE Newspapers. 


THE CITY NEWS 
« 
WYTHENSHAWE RECORDER 
* 


STRETFORD & URMSTON NEWS 


DUCIE HOUSE 
Ducie Street, Manchester | 


E. W. PLAYER 
30 Fleet Street, London, E.C.4 


STIRLING 
OBSERVER 


series 
(A.B.C. 16,263) 


COVER CENTRAL 
SCOTLAND 


| Rates from 
Will Kitchen Jr. Ltd. 


131 FLEET STREET 
or publishers 40 Craigs, Stirling 


DOASPLAN 
S\UK SCREEN 


SSOCIATED 


RTCRAFTS u0 | 
PLENDER PLACE. CAMDEN TOWM an: 
€USTren 1416-7 | 


ADVERTISING 


AGENTS 
WITH 


FURNITURE & 
FURNISHING 
TRADE 
ACCOUNTS 


* Furniture and Furnishings 
under Five Queens’ is the 
theme of the Coronation No. 
of Furnishing World. Pub- 
lished on May 29th this issue 
will be a big trade draw and 
a first class advertising 
medium for manufacturers 
of furniture, furnishings and 
ancillary goods. 


Full or half pages available 
in monotone or full colour. 
Press date is May (5th. 
Write for full details TODAY. 


Furnishing 
World 


180 FLEET ST., LONDON, €£.C.4 
CHAncery 8844 


HARROW 
BILLPOSTING 
COMPANY 
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0 | ‘If no worse example leaves these shores’—continued 


reflections, is art paper the best 
choice for an annual report? If 
the designer wants to use it so 
that he can print solid tint panels 
it helps if he kills the sheen by 
printing solid tint panels and put- 
ting the small figures on top. In 
this case the designer has done 
the reverse; he has printed bold 
figures on a yellow ground and 
light figures on shiny white. 
* * * 


] COMMEND to al] photographers 
the courage as well as the sales- 
manship of Adolf Morath, a 
London photographer who ap- 
pears to be running a one-man 
business. 

Competition js so intense that 
photographers flock round every 
job they can scent like starlings 
round a bone in a back garden. 
Yet few of them take the trouble 
to find out how to sell their ser- 
vices; or, indeed, are willing to 
put down fair money for good 
advertising. They: tend to jab 
tentatively at this problem of sell- 
ing, and to show neither courage 
nor tenacity. 

Mr. Morath has joined the 
company of the select few (most 
of whom are in the provinces) 
who have tackled the problem 
with determination and imagina- 
tion. Yet, by skilful planning. 
he has not spent a great deal of 
money as advertising Money goes, 
though I daresay it is a tidy sum 
for a one-man business to lay 
out. 

What he has done is to send 
out a series of leaflets, the latest 
of which is before me. The first 
striking thing about it is the size. 
Not for him is a grudging little 
sheet because blocks are expen- 


sive. He has given good work 
; good measure, and the front 
| cover of his leaflet carries a 


| photograph of hands 12 by 9 


| It is a 
| workman's 
| quicks and all 


study of a 
dirt, broken 
There are three 


magnificent 
hands, 


“Few photographers,” says Brian 
Hilton, “take the trouble to find 
out how to sell their services. . . 


Adolf Morath has joined the 

company of the select few who 

have tackled the problem with 

determination and imagination.” 

This is the front cover of one of 
his recent folders. 


other photographs, all good, and 
all matched jn excellence by a 
hundred and fifty words of copy 
in poetic prose by our old friend 
H. St. George Ogden—who, I 
don't doubt, had a hand in the 
planning. 

This mailing shot is dramatic, 
crisp and memorable. It should 
do Mr. Morath a lot of good. I 
wanted only one thing more from 
it--some idea of Mr. Morath’s 
price range. He obviously could 
not produce his kind of work at 
cut rates, and the style of his 
folder suggests he might be pretty 
pricey. Is that the impression he 
wanted to create? 

* * * 

LLANDUDNO DID not share the 
fears of some holiday resorts that 
the Coronation would mop up a 
lot of holiday time and that sea- 
side towns would suffer accord- 
ingly. Indeed, Llandudno printed 
35,000 holiday guides (at a cost 
of 2s. 4d. each) instead of 30,000 
as last year, and by the middle 
of February had sent out nearly 
17,000 of them as a result of 
press advertising as compared 
with about 11,000 last year—the 
town is spending £3,000 on press 
advertising this year, which is a 
record. So, although the adver- 
tising rate has been increased 
from £30 to £35 per page, the 
rate remains at £1 per page per 
thousand, which ought to please 
hoteliers. 

The guide, as all good holiday 
guides should, consists largely of 
advertisements of accommoda- 
tion, but the descriptive pages 
carry some good colour work. 
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‘Roundness in 
space’ 


Sir,—May I reply to the inter- 
esting letter headed “When 3-D 
advertisements really began” 
(April 9). 

The claims made for the Roye- 
Vala 3-D process are that this 
process is the logical develop- 
ment of the anaglyphic process to 
commercial perfection. Hitherto, 
the main characteristic of the 
anaglyphic process when applied 
to printing was a “cut-out” 
effect where the various planes 
of an illustration are separated, 
but roundness to the individual 
parts did not exist. 

The Roye-Vala process which 
has finally achieved “roundness 
in space” and commercial perfec- 
tion costs little more than normal 
two-colour printing. It will find 
a continuous application = in 
modern advertising as indicated 
by the enthusiasm shown by 
advertisers and their ingenuity in 
finding applications for it in their 
own specialised fields. We are 
currently handling inquiries for 
calendars, showcards and special 
exhibition pieces which, when 
they are produced, will give 
advertising an unprecedented 
boost. 

Far from 
anaglyphic 


that the 
new, we 


claiming 
process 18 


stated in a B.B.C. broadcast that 
it was “more than 30 years old,” 
and have pointed out to editors of 
magazines 


who have used our 


99] 


More Letters... 


process that stereoscopy is older 
than photography itself. Euclid 
(abour 300 B.c.) made a definition 
of binocular vision which, for 
clarity, has not been bettered to 
this day! 

We acknowledge the work done 
on the anaglyphic process in the 
past, but in fairness to ourselves 
must point out that no advance 
has been made on the original 
conception in 30 years. 

The technique developed by us 
requires very close contro] at all 
five stages of production. Depar- 
ture from this technique can 
only lower the quality, produce 


the cut-out effect, increase pro- 
duction costs, and make the 
results quite unpredictable. 

L. VaALA 


Natural Vision Studios Ltd. 


Professionals and 
sponsored TV 


Sirk, Those excited beings who 
are going to advise on how 
‘commercials” should be put 
over, should give heed to a far 
more important aspect of spon- 
sored television, if it is going to 
be a success—the programmes 
and showmanship. 

I would be much relieved if 
some authoritative voice would 
loudly acclaim that, instead, our 
first thoughts must be for the 


selection and employing of 
services of the best professio 
producers and writers and in 
on only top talent in these a 
casting, for withour the best 
entertainment to allract a 
please the Maximum number 
viewers, the medium must ta 
No professional producer would 
allow, even though his clic 
desired, “commercials” to be put 
over in wordage or presented 
in a manner to offend the sus 
ceplibilities of viewers, since thes 
would automatically create sales 
resistance. 

Ever since its inception th 
B.B.C. has been run by amateurs 
Its percentage of professional! 
output to-day has come about 
automatically through the intro 


duction over the years of free 
lance talent of — professional 
standards 


Nevertheless, in directive and 
most of its radio fare, the B.B« 
is still amateur, and leaves much 
room for improvement to please 
most of the people most of the 
time. 

Sponsored television must avoid 
a repetition of this at birth and 
be born to professional parents 
only, and stout ones, with no 
interference from committees, the 
B.B.C., or anyone else. It will have 
a glorious opportunity to do a 
grand job for national advertisers 
and the public, for it will set a 
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yardstick by which B.B.C. tele- 
vision for the first time in its 
existence-—can compare = stand 
ards 


B. CHARLES-DEAN 
Hartley-Ward Studios, Ltd 


‘Dropping in’ is 


. 

discourteous 
Sirn,-- Is common _ business 
courtesy on the part of some 
space representatives on the 


decline? In the light of my own 
experience I feel that it is, par 
ticularly in the matter of the 
growing habit of representatives 
dropping in “out of the blue” 
without so much as a telephone 
call to announce their coming. 

Having just returned from a 
three weeks’ visit to America, 1 
find myself in urgent need of 
several days’ uninterrupted ap- 
plication to the task of catching 
up with arrears of work. Five 
times to-day my internal tele- 
phone has rung for the commis- 
sionaire to inform me that “Mr. 
Blank would like to see Mr. 
Rankin.” Not one of these Mr. 
Blanks had bothered to seek an 
appointment. 

All, in my opinion, were dis- 
courteous by calling unheralded 
and thus placing me in the in- 
vidious position of either having 
to appear discourteous in refus 
ing to see them or else to inter- 
rupt my work. 

W. RANKIN 
Advertising Manager, 
Jaguar Cars Ltd. 


IT here ts 


Telephone: CENTRAL 4211 


Who is the irrational 


absentee from so many conferences 
where art directors, 
typographers, 
advertising managers, chairmen, 
plan some ambitious piece of printed matter ¢ 
None other than the authority 
without whose product 
there would be no printed matter at all — 
the paper expert. 
Do call in Spicers paper consultant early. 
From his wide knowledge of papers, 


their types and their possibilities, he can make 


suggestions which enrich the effect of the 


whole projec 4 


speak to 


is freely and enthusiastically at your service. 


His wide and expert knowledge 


spicers 


19 New Bridge St., London, E.C.4 
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‘EVEREST’ CHIEF 
COMING HERE 


Now that Englishmen are going, 


top of Everest, it 


we hope, to the 
Cems only 
fair that the 
top of Everest 
Adve rtising 
should come 
here He is, 
of course, 
A. M. Patel, 


whe is not 


AFTER 2% 
the Statesman in Calcutta 
Walker has retired. He 


service with 
Ww. J. OB. 


has been a 


years 


director since 1937 
Mr. Walker played a formative 


role in Indian journalism and adver 


merely man tising. Associated with the Indian 
ging director & Fastern Newspaper Socicty from 
of that Bom ts inception, he became its presi 
bay «agency, dent in 1946. He was also chairman 
but also one of the joint standing commitice of 
of the top that Society and the Advertising 
men in Indian Agencies’ Association of India. He 
adve rtising. has been a director of the Press 
Now that we Trust of India since its inception, 
hear so much and has also been chairman of the 


ibout public relations for adverts Audit Bureau of Circulations, Lid 
ing, it i worth recalling that four 
years ago he launched a press ad ? 
vertlising campaign to “advertise Headl ine humour 
idvertising”’ in more than a hundred 
publications in India, with the A THE Newspaper Society dinner 
object of raising the standard of 1 found myself next to the editor 
press publicity. of the Hornsey Journal The 
A vice-president of the Advertis dinner had a two-fold interest for 
ing Agencies Association of India that paper, Kenneth Brown, thc 
and a member of the council of Society's president, being its pro 
management of the Audit Bureau pnetor, and David Gammans, 
of Circulations there, Mr. Patel is Assistant Postmaster-General, the 
well-known and well liked among chief guest, being M.P. for Hornsey 
advertising men in Britain. The last Mr. Gammans likened Mr. Brown 
time he came here was in 195] to a human Biro pen —“Squeez 


) ert , 
when he represented India and South hima formidable undertaking, | 
admit -and he exudes printer's ink 

bast Asia at the International Ad 

Conf D ’ Incidentally and changing — the 

, ® , 

vertising Onterence uring WS subject compl tely I liked Mi 
present tour of advertising contacts Gammans’s example of a humorous 
he will take in) Germany, France, heading “Father of 14 shot in 
Switzerland, and Italy. mistake for a rabbit.” 


ADVERTISING MANAGER’S CORNER 


The Keeal Point 


A lot of people forget that the real point of 


point-of-sale advertising is the sale, not the point, 


if you see the point. It’s all very well to be clever 


at the poimt of sale so long as you're clever 


enough to bring the customer to the point where 


he buys what you want to sell him — otherwise the 


thing ts pointless. We hope we've sold you on the 


selling aspect of this point of sale business, and 


that you'll see the point of bringing your point-of- 


sale advertising problems to Harris. In point of 


fact they are the people who put the sale in point 


of sale. 


distinctive showcards. clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED 
Tel REG 


29.30 KINGLY STREET 
3295-4 


LONDON, W.! 


Member of the 


Guinea-Pig Club 


Now in ther new offices in 
Norfolk S Strand, are Charles 
Davidson (Publishers) Litd., whose 
magazine, British Office Equipment, 
reaches its fourth issue this month, 

Originator of the project, Charles 
Davidson, holds the D.F.C. for his 
wartim YET VICK is a Mosquito 
navigator and is a member of the 
R.A.F. Guinea-Pig Club His less 


dramatic experiences includ the 
idvertisement managership of th 
publications of F. W. Bridges Ltd., 
which include British Stationer; 
three years with the National Maga- 
azine Co, as subscription and assistar’ 
circulation manager on Good Hous: 
Aveping, Harpers Bazaar, he ind 
subsequent activity on both th 
editorial and advertising sides of 
trade and industrial journalism. 


* * * 


SOON to become known to the 
veneral public is Gordon Instone, 
ilready well-known in advertising 
as the advertisement manager of 
Everywoman, Debrett's, and Mother 
This, unless | sadly miss my 
will be achieved for 
book Freedom My 
published by Burk 

in the autumn It deals with his 
escape after capture at Calais in 
1940, his subsequent recapture and 
escape, and his 900-mile journey on 
foot through France and Spain 


Lucss 
him by his 
Spur, to be 
Publishing Co 


Hobby keeps him 
"on the rails" 
Move. engincering that peculi- 


arly British hobby—-has a notable 
exponent in N. K. TT. Stanton, 
Northern advertisement manager of 
Northcliffe Newspapers. 

With justifiable pride the Sunday 
Dispatch carried last Sunday a pic- 


ture of the fine model of a loco- 
motive made by him at a cost of 
7s. 6d.. much skill, and a thousand 


hours of patient work. Also, accord- 
ing to the Dispatch, Mr. Stanton 
needs, and has, an understanding 
wile! 


Launching British 
invention in U.S.A. 


AMERICAN debut of a British 
invention ts keeping Frances Lyons 


busy in New York Formerly a 
public relations writer with 
Prichard. Wood & Partners. Miss 
Lyons is now with Hal A. Salzman 


Inc.. the public relations 
lion that ws handling the 
launching of a new 


organisa- 
American 
! ' 

lumber-produc 


ing machine developed by Vere 
Engineering of London. It is due 
to be launched at a large-scale press 
conference at the Hotel Pierre in 
May 

One of her most pleasant assign 
ments recently, she writes, was 
escorting the Mayor and Mavoress 
of Bath to radio, TV, and press in 


terviews and the sights of New York 


City They were in the United 
States to open the Beau Nash Room 
of Chicago's Ambassador Hotel 


APRII 


THRILLER HAS 
TOPICAL NOTE 


Latest copywriter to enter the 
fiction ficld is Selwyn Watson, of 
Dordand’s, 
whose mystery 
thriller, 
Operation 
Ballerina, has 
just been pub- 
lished by 
Hodder & 
Stoughton 
under the 
author's 
Christian 


name of Sel- 
wyn. Con- 
cerned with a 
young diplo- 
mats raid 


through — the 
Iron Curtain 
io rescue a this 
novel just when the 
Russian wives are in the news again. 
Mr. Watson was a journalist 
before entering the creative side of 
advertising in 1934, and has worked 
in films and commercial radio. He 
iS the son of Perey Watson, for 
fifteen years news editor, Evening 
Standard, and one time advertise 
ment manager, Morning Post. 


ballerina, 


prima 
comcs oul 


On the front 
of Selfridges 
P ART of the Selfridge’s facade 


decoration which will form one of 
London's display “highspots” during 
the Coronation period 
panels that depict modern workers 
and that alternate with pictures of 
workers of the Elizabethan period 
The centre piece consists of a statuc 
of our Queen (in the uniform of a 
Colonel of the Grenadier Guards) 
seen before a huge picture of 
Elizabeth 1 

The nine modern-worker panels 
are the work of 29-year-old Kenneth 
Wynn, who is getting more than 
£1,000 for the job- not to mention 
commissions for other work. Mr 
Wynn began in a very humble posi 
ion with the Leicester commercial 
art firm of J. E. Slater & Co., Lid., 
but soon graduated into the display 
department and did camouflagy 
work during the war. Subsequently 
he spent a couple of years with 


consists of 


Gee Advertising, as a visualiser. 
Now he is with Artist Partners. We 
shall doubtless hear more of him 


im the vears to com 


He got this contract in competition 
with many of the biggest names in 
British commercial art. 


Contact 


WEEKS WISECRACK 


“While 
bourne have a look at 
some comic postcards, 
old man. Our new client 
likes that type of art- 
work.” 


you're at East- 
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@ Continued from page 187 


Miles Thomas Report: 
the club movement and 


justified attacks upon its useful 
Ness. 

The Research and Statistics 

Committee should be en- 


couraged to go forward with 
projects of this nature, subject 
to their being kept within well- 
defined limits on a_ national 
plane. 


Club movement 


to-day 31 Advertis 
Great Britain and 
ind affiliated to the 
Association, 27) of 
active in the Club 
the other five could be de 
fined as luncheon or dining Clubs 
with a highly influential member 


[here are 
ne Ciubs in 
one in Ire! 
Advertising 
which are 


seTise, 


ship giving valuable support to 
the Advertising Assoc.ation. Of 
the 27 “active” Clubs, two are in 
London. one in Dublin. the re 
mainder spread over England, 
Scotland and Wales All] these 
Clubs were founded with much 
the same objects as the Associa 


tion itself (in fact, it may be said 
that the Association grew out of 
the Club Movement), and in ther 
respective localities undertake in 
greater or less degree the kind of 


activity promoted by the Associa 
tion education (instruction, not 
examination) vigilance, “public 


relations” for advertising and so 
on. Much valuable work 1s done 

purely voluntarily and often at 
great sacrifice of time and money 

It should be appreciated that 
Clubs have a membership of in 
dividuals. not firms. While most 
Clubs can usually finance thei 
own activilies, few of them can 
be considered financially strong. 
more especially because they 
work on the assumption thar the 
greater part of members’ subserip 
tions should be returned to them 
by way of business and 
functions 

Our attention has been drawn 
to the two main difficulties facing 
the Club Movement to-day 
securing and maintaining the in 
lerest of young people in adver 
tising, and the interest of the ad 
We believe that both 
would be overcome in large Mea 
sure if emplovers could have 
brought home to them the advan- 


sOelai 


vertisel 


tages in the r own businesses of 
encouraging appropriate mem 
bers of their staffs to join the 


local Club and to take advantage 
of the facilities offered 


Club Development 
Committee 


Affiliated Clubs are entitled to 
send delegates to the Club De- 
velopment Committee, a standing 
committee of the Association, 
meeting quarterly in a city where 
there is a Club. Its chairman is 


ex officio a member of the Coun 
Executive 


cil and of the 


Many 


delegates have to pay their ex- 
penses at these meetings out of 
their own pocket, and attendances 
consequently fluctuate and the 
representative character of the 
C4 nittee is thus lost. The Asso- 
ciation should consider whether 
means cannot be found to remove 
this financial difficulty. 

It should also be considered 
whether the name and structure of 


the Committee are not now out 
of date. The primary purpose ol 
the C.D.C., as its name implies, 
was development of the Club 
Movement. This has, in fact, been 
so successful in) post-war years 
that what is involved now. ts 


more a matter of deciding whether 


further Clubs can be formed 
successfully than of encouraging 
their formation The word 
“development in tts” hitherto 
accepted sense is therefore am 
hbieuous and mieht well be 


dropped, 

There seems to Us a case, too, 
for regionalising the Committee 
with a smaller Executive, some- 
where in the centre. Neighbour 
ing Clubs should find it easier 
than at large quarterly gatherings 
tO Meet together in order to dis 
cuss their common problems, and 
they could do so more frequently 
and at less expense. Questions 
affecting the Cluh Movement as 
a whole could be remitted to a 
Clubs Executive, which in turn 
could remit its own questions to 
the regional committees — for 
report. In any such structure ut 
would have to be recognised that 
each Club is a completely autono 
mous body and that anything like 
dictation from the would 
he rivhitly resented 

Finally, the Association, a cen 
tralised body with no provincial 
branches, and the Clubs with their 
strong local attachments. should 
each appreciate that by working 
together in close co-operation 
they can render infinitely greater 
service to their common. cause 
than by working apart 


The annual 
conference 


Most Associations find the need 
to provide once in every vear an 
opportunity for men and women 
connected with their particular 
industry to Meet together on com 
mon ground, where they can 
establish contacts in a_ pleasant 
social atmosphere. exchange 
news and opinions, and hear from 
the platform authoritative pro 
nouncements on current and 
future problems. 

The Annual Conference of the 
Advertising Association prov des 
such an opportunity and is estab 
lished as a key event in the ad 
vertising calendar 

In our opinion, the 
lined type of 


contre 


stream 
working Confer 


, 
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roposals to help 
re-name C.D.C. 


RAISING 


The Report states: 

We have examined the present 
scale of subscription and would 
draw particular attention to the 
fact that members very largely 
assess for themselves the amoun: 
they should pay. While a mini- 
mum subscription is required for 
cach category of membership. 
most are invited to subscribe at 
a higher rate commensurate with 
the size of their business. To 
those who accept this invitation, 
the Association owes a debt of 
gratitude, 

The amount required for all 


the gurposes indicated in this 
report is £30,000 a year. 
We believe that this can be 


achieved if the present scale of 
subscription rates is revised, 
enabling every member to assess 
himself on the basis of a simple 
formula related to his stake in 
advertising. Thus the media 


THE 


| ea td % 
FUNDS 
owner would pay in proportion to 
the advertising revenue he re- 
ceives, the agent in proportion to 
turnover, and the advertiser to 
the size of his appropriation. 

In relation to the total annual 
expenditure of £150,000,000 on 
advertising, the required income 
of £30,000 is a very tiny fraction 
indeed only 002 per cent. We 
suggest that this small percentage 
be taken as the datum figure. 
Logically this formula could be 
applied throughout all categories 
of membership. tn practice it 
would be well to fix a minimum 
requirement for each category 
and invite members to decide how 
much more they should pay in 
the light of the 0-02 per cent for- 
mula. Special treatment is re- 
quired for affiliated bodies and 
the Clubs, and we have appointed 
a small sub-committee to prepare 
concrete recommendations. 


eeeecece 


ence, such as was held at 
Brighton last year (and we arc 
pleased to note that much the 
same formula will be tollowed 
again at Eastbourne), fits the 
needs of these post-war vears 
in a way that the pre-war type 
of Conference, which was 
spread over a longer period 
and was marked by many social 
distractions, would fail to do 
We recognise that the heavy 
programme concentrated into a 
short week-end makes impossible 


those sectional sessions which 
some have seen jettisoned with 
sincere regret; but it is our con 


sidered ooinion that the new fo 
mula is not only 
ate tor a Conference organised 


more appropl 


by the Association as the central 
body in advertising. but is also 
more likely to attract a wider 
range of delegates in to-da 


conditions Moreove! 
from the 


to delegates 


CCONOME 
apart unquestioned 
value themselves of 
the opportunity afforded to them 
to broaden their horizon, the new 
type of Conference offers a mag 
nificent 


; . 
relations 


occas on for public 


for advertising 


Finance 


The income of the Advertising 
Association is surprisingly small 
in relation to the amount of work 
it is doing on behalf of all con 
cerned with the well-being of ad 


vertising. It is. in fact, quite dis 
proportionate that an Associa 
tion representing an annua! e% 
penditure of approximate 
£150 millon should have ar 
ncome of only £13,000 It 


quite clear to us that this incon 
should be substantially increased 
n order that the Association ma 


develop its 
necessary 
Report 
In inviting this Committee to 
consider the future development 
of the Association, the Council 
had in mind (1) that the Asso 
ciation is faced with an additional! 
commitment for rent when it is 
compelled in September this vear 
lo vacate its present premises 
which have been held on excep 
tionally tavourable terms; (2) thar 
proper provision should be made 
for a Staff Pension Scheme 
(3) that members were 
rightly expecting the 
lo accept greater 
especially in 


work on. the 
lines indicated in 


very 
this 


and 
very 
Association 
responsibilities 
promoting a better 


public understanding of advert:s 
ing 

To remedy this situation 

there are two — possibilities 


either to launch a special ap 
peal to finance 
Project ay at 
10 INCTOUNE 
income 


each specifi 
alone, or 


regular subscription 


COMES 


The first has tts attractions, but 
we do not believe that i is right 
for the central body of an im 
portant industry to be dependent 
on passing round the hat. not 
once but repeatedly every time 
in fact, in the ovinion of Counc! 
some new project requires to be 
undertaken, or whenever some 
regular activity is threatened by 
lack of funds. Moreover, the ad 
ministration of such special funds 
is extremely complicated and may 
be embarrassing owing to the 
technicalities of income tax law 

We firmly believe that it is only 
the assurance of an increased 
egular subscription income which 
will enable the Association to 


@ Continued on page 227 
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Current Advertising 


J. Wix launch their new Bar 


The counter display piece designed 
to show the new Bar One pack. 


A million samples 


W. Symington & Co., Ltd. are 
launching what they claim tg be 
“London's biggest ever food pro- 
motion campaign” for a new pro- 
duct Sym gravy. 

Spearhead of the campaign will 
be a sample scheme. A_ special 
train left the factory at Market 
Harborough yesterday (Wednesday) 
carrying more than one million 
2 ov. packets of the new gravy 
powder. 

The 25-wagon “Sym = Gravy 
Special” was met by a convoy of 
post office vans at St. Pancras 

The packets will be distributed to 
half the housewives in the Greater 
London area. 

Erwin Wasey & Co., Ltd., have 
planned a heavy campaign in the 
London evening newspapers. It 
will include half-pages and 11 in. 
triple column spaces. Kennerley 
Edwards & Associates Ltd. are 
handling the public relations, 


Coronation lipstick 


A full colour campaign in class 
women's magazines 1s being used 
by Chen Yu to launch a new lip- 
stick and lacquer for the Corona- 
tion Imperial Flame 

Mainly Coronation issucs will 
be used. Armstrong-Warden Ltd. 
handled this campaign but, as pre- 
viously announced, Legget Nichol- 
son & Partners Ltd. take over the 
account at the end of May. 


Levers entertain 


Levers are holding a “Happy 
Surfday” party at the Dorchester 
Hotel to-day (Thursday) to mark the 
anniversary of the first: packet of 
Surf which came off the production 
line. 

The guests will be 38 housewives 
whose birthdays fall this week 
representatives of cach county in the 
Surf distribution area They have 
been picked from over nine hundred 
applicants who applied as the 
result of editorial announcements in 
local newspapers throughout the 
area. 

“The response we received is a 


One cigarette 


A new Bar One cigarette is 
being launched on a_ national 
scale by J. Wix & Sons, Ltd. It 
is described as a “new blend.” 

“This takes the place of the old 
‘Bar One’ cigarette,” states S. 
Wildman, J. Wix’s advertising 
executive. “It is a progressive 
step.” 

Initial advertising will be con- 
fined to the local press. A national 
campaign is being considered for 
a later date. Mather & Crowther 
Ltd. are the agents. 

A new pack has been designed 
with a colour scheme of white, 
gold and red. The selling price 
remains at 10 for Is. 4d. 


Stockings that 
stretch 


Chanos Hosiery Ltd. have started 
production of crepe nylon stock- 
ings, described as a “revolutionary 
development” in the hosiery field. 

They will be on general sale 
within three months and an adver- 
tising campaign is being planned 
by the agents, Colman Prentis & 
Varley Ltd. 

The crepe nylon stockings have 
greater elastichy than ordinary 
stockings and only two sizes are 
being manufactured They will fit 
any sized leg or foot. 

Voice and Vision Ltd. organised 
a luncheon at the Savoy Hotel on 
fuesday to introduce the new 
stockings to the fashion and trade 
press. 


Big scheme for 
new flavour S.R. 


An intensive campaign is being 
launched for the peak toothpaste 
selling period of May, June and 
July, to introduce Gibbs S.R. with 
a new flavour. 

Large spaces, including — half- 
pages, have been booked in national 
daily and Sunday newspapers. Full 
pages in colour are being taken in 
the popular weekly magazines by 
the agents, Young & Rubicam Ltd. 

The main slogan will be “New 
white ‘tingling fresh’ S.R."’ Sup- 
porting the press advertising will be 
a colour film and the Gibbs Radio 
Luxembourg programme. 

Samples of the new S.R. are being 
sent to housewives in the London 
area, 


the housewives 


real tribute to the pulling power of 
these local papers,’ states Colin 
Mann of Lintas Ltd., who are 
organising the party. 

Levers are paying the housewives 
travelling expenses—a_ first class 
return ticket to London and taxi 
from the station to the Dorchester. 

On arrival each housewife will be 
greeted individually by a film star 
and photographed with him. These 
pictures will be sent to the local 
newspapers. 

Following the luncheon a birthday 
cake covered with “foaming ice” 
will be cut. 
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Kia-Ora enter 
soup market 


Kia-Ora Ltd. are entering the 
canned goods market with a 
“double strength’ tomato soup. 
Distribution will be built up on a 
national scale and it is anticipated 
that the first real advertising “push” 
will come in the autumn. 

To introduce the product to 
retailers, double page spreads have 
been taken in the trade press by 
the agents, Service Advertising Co., 
Ltd. 

In Australia, Kia-Ora Industries 
Ltd. are one of the leaders in the 
canned goods field. The introduction 
of Kia-Ora tomato soup in_ this 
country is in the nature of an 
experiment, 
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Benson watches 


leaving Waddicor 


T. Booth Waddicor & Partners 
Lid. are relinquishing the accounts 
of J. W. Benson Ltd., watches, and 
the associated company of Hunt & 
Roskell Ltd., jewellery, on July 31. 
Both accounts will be taken over by 
London Press Exchange Ltd. who 
handled the advertising for these 
two companies for about 20 years 
before the war. 


s . 
ISBA’s influence 
is growing 
Ihe Incorporated Society of 
British Advertisers is playing an in- 


creasingly prominent part in adver- 
using affairs, as a result of the ap- 


at Is. 3d. for a 104-oz. tin. 


The soup is concentrated, retailing 
1.S.B.A. News Sheet. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Brighton publicity to Napper, Stinton, Woolley Ltd 


J. W. Benson Ltd. and Hunt & Roskell Ltd. to London Press 
Exchange Ltd. (from August 1). 


NEW ACCOUNTS: 


Lion Fireworks Co., J. Haywood & Sons Ltd., worsted and 
woollen makers, and Nyleska nylon pot scourers (women’s 
Magazines and trade press) for Bennett Williams (Advertising) 
Lid.; Elizabethan Travel Ltd. and Happymaid Housewares to 
Gordon Advertising Ltd.; Danish Condensed Milk Factories 
(London) Ltd. and Associated Creameries Ltd. for S. C. 
Peacock Ltd. (London); Aarcon air conditioners for Wilson 
Advertising Ltd.; O. W, Loeb & Co., Ltd., shippers of fine wines, 
(national and trade press), for John Haddon & Co., Ltd. 
_Armac Engineering Co., Ltd. (trade and technical press) and 
Foundry and Engineering Products Co. (Glasgow) Ltd, (trade 


and technical press) for A. N. Spicer (Advertising) Ltd. 
(Glasgow). 


NEW CAMPAIGNS: 


Ford “Cost Cutter” engine (Rumble, Crowther & Nicholas 
Ltd.), class daily and provincial newspapers and commercial! 
motor trade press; Kia-Ora tomato soup (Service Advertising 
Co., Ltd.) trade press and point-of-sale material; German 
Traflic and Transport Exhibition, Munich (W. H. Emmett & 
Co., Ltd.), press in Great Britain and Ireland; Hughes Brushes 
Ltd. (Bridgemore Advertising Partnership Ltd.), women’s and film 
magazines; Kershaw-Soho (Sales) Ltd. (Greenlys Ltd.), News of 
the World, Sunday Pictorial, Sunday Dispatch and trade press; 
Viscana underwear (Stuart Advertising Ltd.), national maga- 
zines; Excelsior Consort motor-cycle (Graham Browne Adver- 
tising Ltd. (Birmingham)), national daily and Sunday news- 
papers and trade and technical publications; New Avenue shoes 
(Wills & Hepworth Ltd. (Leicester)), national newspapers and 
weekly magazines; Gillette Coronation sets (W. S. Crawford 
Ltd.), full colour pages in Punch, Picture Post, Mlustrated and 
large spaces in Daily Mail, Daily Express and Daily Mirror: 
Bar One cigarettes (Mather & Crowther Ltd.), local press: 
Plantoids fertiliser tablets (Arthur Knight Co., Ltd.), national 
dailies and Sundays, Radio Times and trade press; Cakeoma 
tea cake (S.C. Peacock Ltd.), women’s magazines and trade 
press, Green's blancmange powders (First International Agency 
Ltd.), half-pages in local newspapers and full pages in trade 
press; Marmite (S. H. Benson Ltd.), Radio Times and trade 
press: Smedley’s (Gordon & Gotch (Advertising) Ltd.), large 
spaces in national daily and Sunday newspapers and trade press. 

Gibbs S.R. toothpaste (Young & Rubicam Ltd.) national 
daily and Sunday newspapers, weekly magazines and colour 
film, Chen Yu (Armstrong-Warden Ltd.) class women’s maga- 
zines. Remington Rand (G. Street & Co., Ltd.) national and 
provincial .press, weeklies, monthlies, business publications and 
posters; Sym gravy (Erwin Wasey & Co., Ltd.), London evenings. 


PUBLIC RELATIONS ACCOUNT: 


British Electrical & Allied Manufacturers’ Association for 
Editorial Services Ltd 


pointment of the council of “top- 
level” business executives, states 
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Facts and figures about 


Screen Advertising in London 


N 


31 CINEMAS 


W = Z| 38 CINEMAS 
25 CINEMAS | i oan Bree 


Se 


36 CINEMAS 
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The map shows 
how comprehen- ime  - 
sive coverage of ett oe Sc acmats haa: RS Set cn oe 53 eae Agta, 
the London area 7 De hint igcvae fg oe red gene oe, * bite ye 
can be achieved ote oye eae ~ Soe a : 

with 180 cinemas. 


CINEMAS: /n the London postal area, Theatre Publicity 
can give comprehensive coverage for a filmlet campaign in 
180 cinemas, of which 104 are on the Odeon!Gaumont 


This is a specimen of the way in which screen adver- 
circuit. 


tisir g can be used for a regional campaign. Whether 
COVERAGE: ” htt say meee viene you are interested in a campaign to give national, 
tickets are sold in these cinemas, 35.4%, of the total popu- : 

lation in the area. regional or local coverage, you can rely on the co- 
SHOWINGS: As well as exhibition at weekday perform- operation and advice of Theatre Publicity’s creative 


ances in all cinemas, your advertising filmlet is also shown and distribution staffs to ensure top flight produc- 
on Sunday in the Odeon/Gaumont circuit. tion and exhibition. 


COST: A campaign for 6 months in all of the 180 cinemas 

would cost £4,991 for filmlet exhibition on an alternate eu tn, 
week basis and give a total number of impacts just short of 

25,000,000. 


THEATRE PUBLICITY LTD © Leading Screen Advertising 


A COMPANY WITHIN THE J. ARTHUR RANK ORGANISATION 


HEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) %& SALES & PRODUCTION FILM HOUSE, WARDOUR STREET, LONDON, W1 (GER. 9292) 
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New quarterly 
for clothing 


t 


New additio 


Frade Press « 
price ISs, for 


9} x 7h in 
are advertisen 


ADVERTISER'S WEEKLY 


rade 


nto the clothing trade 
press 1s Children’s Wear, a Nationa! 
juarterly (subscription 

the first Six issue 
hirst issue contains 92 pages 
of which about 


Ediional ws generously illust 


and a number of 


actual fabrics 


will seck to 
all sections of 
Stock, former 
Fabrics, ws ed 
and white, £5¢ 
* 

Many imp 

introduced in 


British =F; 


monthly A. BA 


bers of 214,843 


a tale Giles Gnas Hosiery Manufacturers Associa- 
, tion, i now being published 
ly with Fashions & cutside bodics and — individuals 
itor Page rate, black P ¥ 
, , : Cleaning and Maintenance js thc 
title of a new trade monthly 
ovements hav been he published by Whe: 
the May issue of The journals Ltd. It will be devoted 
mer, organ of th to exterior and interior cleaning 
Navional barmers’ Union, with a and = maintenance — products 
circulation to mem services. Type area: 10 in. x 7 in. 
Layout and typo Rates: £25 a page. First 


graphy have t 

of interest to 

are meluded ; 

on the valu 

PICSSIV furn 

nm oa green pa 
‘ 


WH HA pPLrOove d 


specimen 
we attached to 
editonal pages. The new magazine 


solve problems affecting 


British Isles 


x 7} 
First 


in, Rat 


issuc 


Aerial is a 


») 


yIZL 
hall 
nls, many m colour 


the farmer's family 


“many 
Wircless 
Chiefly 

company’s 
ing and 

equipment 
translates some 


ms September, 


* 


Wednesday, 
Times wil! publish, 
the daily paper, 


of the 


Price Is. Size 
s from £30 per page 
July 


Pi # 


new quarterly 
organ produced for free 
distribution to some 3,000 recipients 
countrics, by Marconi’s 
Telegraph Co., 
by pictures it tells of 
achievements in 
installing capital 


loose-leaf 


' French and Spanish, 
of . ¥ ¥ 
~ The British Hosiery 
issued for six 


s 4s 
June 3, 


full newspaper size, 


and emphasis i laid On 
of research to pro 
noe Title is) now 
nel Supplement 
A * pages, 
New publication from Phe Regency sold at 


Press is TAC, monthly magazine 
The Trades Advisory Council (under 
of the Board 
Deputics of British Jews) It 
to 10,000) Jew 
and firms in 


the auspices 


he circulated 
business men 


HEAD OFFICE 


SOUTH EASTERN 


MAIDSTONE 3358 


Is. a copy. 


¥ 


Print order 


published = on 
sh 24,000 
th figure 


2,500 


CHATHAM 


GAZETTE OBSERVER 


LONDON 80 


FLEET ST 


* * 


for the Coronation 
ol number of The Practitioner, to be 
June 1, will 
above the A.B& 


CENTRAL 7500 


direct 


wircless 


contents into 


Journal, 
years aS a private 
bulletin to members of the British 


separately from 
a special Coronation 
will comprise 


H. S. Pocock, managing director of 
Electrical Review Publications Ltd. 
(with glasses), receives from A. V’. 
Coombs, manager of the Chapel 
River Press, one of the first com- 
pleted copies of the biggest-ever 
issue of Electrical Review —the 
BIKE. and Export issue of 334 
pages. 
* * ¥ 

Over 500 advertisers took space 
in the BLE. Preview number of the 
Hardware Trade Journal published 
last week 

¥ ‘ x 

The lronmonger’s biggest Over- 
seas Trade and B.I.F. Number since 
the war was over 440 pages. Of the 
358 pages of advertisers’ announce- 
ments 80 were in colour. 

’ 

A promotion folder containing a 
copy of The Wide World draws 
attention to the number of adver- 
tisements in’ the enclosed issue 
appealing directly to men. Average 
monthly net sale is given as over 
224.000 

” * . 

Reporter Publications  Incorpo- 
rated of New York have appointed 
D. A. Goodall Lid. sole advertise- 
ment representatives in Great 
Britain for their two magazines, 
American Fabrics and Gentry. 

* * 7 


April issue of Travel World 
contains an article on “Planning 
the display programme” by Ww. 
Jefkins, the first of a monthly 
series to help the smaller travel 
agent with his advertising problems 

* +* ” 


A novel form of home-decorat- 
ing competition is the “Plan Your 
Home" contest currently appearing 
in the Daily Dispateh (Manchester). 
The competition runs for five con- 
secutive Fridays and readers are 
asked to give schemes for the 
interior decoration of lounge. dining 
room, bedroom, kitchen and bath- 
room 

. ” 

The Advertiser and Star sus 
pended during the war after over 
100 years’ service——has been revived 
by Woodalls Newspapers Ltd.. of 
Wrexham. It will be published on 
Tuesdays, price 3d.. and the trade 
display rate is Ss. per s.c.i, Its aim 
is “to become a mid-week family 
paper offering some attractions to 
everyone in the home.” 

* ¥ . 

The Hornsey Journal, North 
London Press, Hampstead News, 
and St. Marylebone & Paddineton 
Record, comprising the North 
London group of London Counties 
Newspapers, all contained a four 
page supplement for a local stor 
C. & A. Daniels of Kentish Town 
which is celebrating its Birthday 
Week. This is the first occasion in 
the history of these papers that they 
have carried this size of advertise- 
ment for one advertiser 

“ . * 

Coronation issue of the Amateur 
Stage will be the largest issue ever 
of this magazine 
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The Irish Linen Guild during the 
next year will spend £100,000 on 
publicity in the United States, 
£19,000 in Latin American countries. 
and £12,000 in Canada in a drive 
to make people in those countries 
more — minded.” 
»* ¥ 

The Northcliffe Golling Society 
held their annual = dinner al 
Oddenino’s, Piccadilly Circus, last 
week 

* % * 

Advertisements are being accepted 
in the souvenir programme for the 
Coronation Review of the Royal Ai 
Force. Newman Neame Lid. ar 
publishers, and proceeds will go to 
the R.A.F. benevolent fund 

* * * 

The authorities of St. Bride's 
Kleet Street, are negotiating with 
John Taylor & Co., the famous bell 
founders, of Loughborough, for the 
casting of a curfew bell, in keeping 
with the oid tradition of the church 


Publicising Peterborough 


Representatives of some of the 
main industrial concerns and 
business firms in Peterborough have 
agreed upon the formation of a 
publicity club and elected an org- 
anising committee to take the firs 
steps in connection with the pub 
licising of the cits 

¥ # ‘ 

A East Ham shopkeeper sent 
invitations to $5,000 local housewives 
when his new self-service store was 
opened by Charhe Chester. Police 
were called to control the crowds 
Marketing Consultants Ltd. arranged 
the publicity 


* ¥ * 


The value of newspaper adver 
tising was emphasised by Major \V 
Dillwyn) Jones, chairman of — the 
advertising committee, at the annual 
meeting — of Llandrindod = Wells 
Development Association Avera 
cost of reply to such advertisements 
he said, worked out at 4s. 10d. th 
lowest figure in his experience 

* * * 

Procea Products Ltd. are spon- 
soring an ascent of the world’s 
largest hydrogen balloon at the 
Chelsea Fete to be held in the Royal 
Hospital grounds on June 6. 

* * * 

Penge and Anerley Ratepayers 
Association are asking their Council 
to approve an advertisement site to 
hide a bombed area next to Crvstal 
Palace station. 


Breakfast bliss 


Loving cups filled with marmalade 
are being used by T. W. Beach & 
Sons, Ltd.. preserve manufacturers 
as Coronation souvenirs 

a ¥ % 

Including a complete alphabetical 
list of 5.000 members, and a classi 
fied trade index of a thousand main 
headings, a directory is to he pub- 
lished by the Manchester Chamber 
of Commerce in the autumn for the 
first time since 1936. There will be 
a first printing of 10,000 copies, of 
which one-third will go overseas 

* * 

After some vears research, 
Corrosion Ltd.. of Southampton, 
have developed for the protection 
of block surfaces a plastic coating 
that is applied cold by brushing 
dries rapidly and can be stripped 
as a continuous film from the block 
surface immediately before it is used 
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Club News 


Threefold theme 
for Harrogate 


“Strenathen our clubs; sirengihen 


our hatson strengthen organised 
adverusing is the three-fold basis 
ot the Clubs’ Conference to be held 


in Harrogate in September 


Subjects already announced im 
clude membership. education, fin 
inc ind vigilance 


In addition to an informal get 
tovether at the Grand Hotel on the 
friday evening, September 25, it ts 
hoped that at the luncheons and 
dinners on the Saturday and Sun- 
day. delegates will be guests of 
various Newspaper groups. 

The Advertising Association has 


ADVERTISING ~« ~ ~ 


CLUBS CONFERENCE 


SEPTEMBER 252853 
granted facilities for registrations 


for Harroga to be made 
the kasthourne Conference 

Registrations are not confined to 
club members but are open to all 
men and women interested in adver- 
tising. kor reasons of accommoda- 
tion they are limited to 400, They 
should be sent to Commander Alan 
Robertson-Macdonald, hon. trea- 
surer Advertising Clubs’ Confer- 
ence, ¢ oO The Advertising Associa 
tion 


during 


In brief ... 


Members of the Publicity Club of 
London, at a special general meet- 
ing on Monday, will be asked to 
approve alterauions in rules, on 
object of which is to make it easier 
for ordinary members to be elected 
to the Council. It is also proposed 
to change the date of the annual 
mecting from June to September. . 
Over 1150 members attended a 
housewarming party at the Regent 
Club's new premises in Chesterfield 


Stree Wim. ¢ Thiclé presented 
the F. k. Cook Cup to George 
Worled 


The Publicity Club of London 


bea the Advertising Club of 
Oxford in the Southern area final 
of the National Public Speaking 
Contest Best individual speaker, 
both in set and impromptu 
speeches, was J. H. Fairley, of 
London 

Maurice Gorham, director of 
Radio I inn, told the Advertising- 
Press Club in Dublin that when 
the second listener research survey 


made later ths year it might be 


possible to include questions of in- 

rest. to sponsors and advertising 
:gents Speaking to South- 
ampton Publicity Club. J.) W 
Joseph. of Saward Baker & Co., 


described the work of the modern 


idy ny rNCY 

Members of the North Wales 
Publicity Club visited the Shotto 
steelworks of John Summers & 


e SPORT 
Golf 


Fleet Street 
Column Club 


The Flect Street Column Club 
Golf Circle opened their 1953 
season at Sudbrook Park, Rich- 


mond, last Thursday with a record 
attendance for a spring meeting 
Results: Singles, for the Arthur 
Dickens Cup: H. D. Varley; run- 
ner-up (prize given by Harold Fish) 


R. Everett: best first nine (donor 
P. Prior): H. Ling, after a tie with 
J. Everett: best second nine (donor, 
J. Fitzpatrick) A. H. Mclsaac 
foursomes (donor, Dennis Pass- 


more): H. FB. Brooking and H. R 
Maughan: runners-up (donor, H. D 


Varley): M. A. Chavasse and ¢ 
Glover; best. first nine, A. H 
Melsaac and J. Sime; best second 
nine, J. biutzpatrick and H. D 
Varley 

Andrew Milne presented = the 


prizes, John Sime, captain, presid 


Aldwych Club 
golf circle 


The spring meeting of the Aldwych 
Club Golf Circle was held at 
Croham Hurst, and attracted a 
good attendance. 

Results 
WwW. G 


Lucas 


were 
Barney ; 
hidden 


Morning —winner 
runner-up, A. ¢ 

9-holes, G 
Humphris Prizes were given by 
the captain, Sam Back. The prize 
for 18 handicaps and over, given by 
C. Dickins, was won by A. 
Jullens 

In the afternoon the 
Herald Shicld foursomes: 
were W. G. Barney 
Barney, with A. C. 
Rafter as runners-up. 


Glasgow 
winners 
and EE. W 
Lucas and J. 


Prizes were given by the Glasgow 
Herald 


>>?3 


@ Continued from page 


A.A. development: 


continue to function as it should 
and as its members would wish, 
allowing the Council and its Com 


mittees to plan ahead with 
reasonable confidence that they 
will not be frustrated by lack of 


finance 


Membership 


Apart from considering a re 
vised scale of subscriptions, every 
effort should be made to increase 
membership the obvious and 
most desirable means of increas 
ing revenue 

A high proportion of pub 
lishers and other media owners, 
and a high proportion of recog- 
nised advertising agencies, appre 
ciate the value of the Associa 
tion's work by supporting it as 
members, in numerous instances 
by active participation in that 
work and by affording their staffs 
facilities to serve on committees, 
undertake speaking engagements. 
act as tutors to organise classes, 
and in many other ways 

Advertising is indeed  fortu- 
nate that it is so well served by 
so many people engaged in it, and 
in this regard the Advertising 
Association enjoys a lovalty from 


Finalists in the London Advertising Football League cup match line up 
hefore e kick-off 

George Newnes won the London bay during the first half. But after 
Advertising Football League cu; the interval they found the pace too 
on Saturday by beating Warlind hot. They were beaten by superior 
the combined teams of Armstrong team work 
Warden and Dorlands, S-) 

Over WO watched the match Goal scorers for Newnes wer 


played at Whyteleat 
were in aid of N.A.BS. 
Warland fought hard to keep th 


Proceed D. G. Geere (3), ¢ Yates and W 
Abbott. In addition to winning thy 


cup Newnes have also finished top 


powerful George Newnes’ team al of the league, 

. ‘ 
NR 
: . 
+ Friday, May 1. Hotel : 
4 ADVERTISING ASSOCIATION annua Wednesday, May 6 : 
4 nference Eas. bourn (unt INSTITUTE OF Pom Retatoons 3 
° Sunday) lunch Sir, Ernest Gowers on “Th ; 
. INCORPORATED Saths  Manacar uw f writing letter Shaftesbur ® 
° ASSOCTATION annua contereme Hote 12.45 pm ° 
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. Reoint AONE TEST cin Visit to George Philip A Son Lid 4 
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4 gravure works Instircre om INCORPORATED ¢ 
: Monday May 4. PRACTITIONERS IN ADVERTISING == 
. Pomerry Citas oo Noewieon Cnet Cimcit Spring mocting +d 
: AND Norrouk. WD) Hardie on Crews Hill Go : 
4 The problems of a store adverts Thursday, ay 4 
° ing manager and = sen t th Maeker Restakon Society tun . 
. answers Castic Hotel Norwich cheon Speaker Alex Rodger ° 
: 1w pm Chez August inom : 
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. Beverley Baxter, MP. Shafiesbury onSea (until Sunday) : 
4 . 
“es 4 


SERRE EERE EEE HEHEHE TEETH HEHEHE HEE EE EEE EEE EHEHEHESHEEEH HEHEHE Eee EebEe 


More advertiser support needed 


its members which can hardly be scale, must be concerned that the 


equalled ino any other trade public should have confidence in 
organisation. We pay tribute, too what they read in advertisements 
to the sterling work of the adver or see on the hoardings. that th 
tiser firms in membership, who staff of their advertising depart 


display an equally public-spirited 


ments are properly trained to do 
enthusiasm 


their job efficiently, that freedom 
Our regret is that there are not) = [0 promote goodwill for honest 
more of them, and we would = merchandise should not be placed 


strongly recommend that a special in jeopardy by outside interfer 
effort be made to enlist greater = “lve 
support from advertisers, he Association should take 


There is, of course, an organ vigorous steps to bring home to 


sation catering for their special advertisers the very veal benefit 
interests, and it is right that this the Association has broueht to 
body should have thei support them in the past and the greats 
just as the practitioners support mnproved service it- could offer 
their own Institute and the out were they more stronels repre 
door advertising contractors thei vented in its me mhership 

own associations. But all these We believe, too, that more 
bodies must, by their constitu should be done to convince those 
tion, approach the problems of 


who provide advertising services 
especially printing and engraving. 
of the value to them of a body 
which in working for the better 
ment of advertising cannot fail 


advertising from their own sec 
tional point of view and in the 
domestic interest of their 
members 


Ihe Advertising 


ve to help them in an important 
exists in ine interest of advertis part of their own business 
ing as a whole and is the on Equipped th 
cde which eon be expected ' {uipped with a positive pro 


speak for the whole, whether ! 
Government or to the 
public 


gramme of development, prope: 
presented, the efforts of the Me 
bership 


sma tee] 


genera 
Surely any firm whic! 
uses advertising, even On a 


Committee 
reap ther 


should 4 


pust 


reward 
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ADVERTISER'S WEEKLY 


show British 
way of life 


First of a series of exhibitions 
depicting the British way of life 
which Circuits Managements As- 
sociation are showing in their 
major cinemas is “Prelude to the 
Jetliner,” presented by B.O.A.C. 
and opened in the lounge of the 
Odeon Theatre, Marble Arch, on 
Friday by Lord Brabazon in the 
presence of J. Arthur Rank. 

The exhibition, designed by 
Willy de Majo, comprises more 
than 20 panels showing milestones 
of British civil aviation, from the 
opening of the early air routes 
in 1919 to the lates: expansion of 
the Comet routes. Many models, 
including a sectional model of 
the jet airliner and a model of the 
jet engine, photographs depicting 
the service enjoyed by passengers, 
and many diagrams are to be 
seen, and there is a particularly 
effective diorama showing a model 
of the world turning on its axis 
and lit by fluorescent lighting, the 
Comet sailing serenely above. 

The exhibition was made by 
City Display Organisation. After 
leaving London it will tour 
C.M.A, theatres in various big 
provincial centres. 


sealivtes=. 


Tie-up pleases 
retailers 


Retailers report enthusiastic- 
ally, in the April issue of The 
Domestic Equipment Trader, on 
the results of the merchandising 
tie-up effected between that maga- 
zine and Picture Post, 

The tie-up consisted of a 24- 
Page two-colour feature in the 
February issue of the Trader 
giving details to the trade of the 
household equipment to appear 
in the “Modern Kitchen” feature 
of Picture Post, published on 
February 25. 

As a result, a great increase in 
the number of inquiries received 
is reported from retailers all over 
the country. 

Typical is the response of B. 
Fillayson Bullock, of the adver- 
tisement department of Kennards 
Ltd. At this Croydon store front 
windows were dressed with selec- 
tions of the goods advertised, 
making full use of display 
material provided by Picture Post. 
Placards were placed at the front 
of the store and individual depart- 
ments had their own displays. 
Thus the advertising reached the 
counter, where the staff were 
“on their toes” to sell the mer- 
chandise. 

“It is difficult for the retailer 
to pick up with every manufac- 
turer’s advertising campaign,” 
said Mr. Bullock. “But if manu- 
facturers as a whole are able to 
group more advertising, then 
retailers, and especially depart- 
mental stores, will be able to 
take full advantage.” 


x. 
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Exhibitions will CLASSIFIED ADVERTISEMENTS 


covering postage, etc. 
advertisements under seven insertions MUST BE PREPAID. 
Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Vacant: “The engagement of persons answering these advertisements must 
through a Local Office of the Ministry of Labour or a Scheduled Employmest 

wk eee Cae ee 
she, or the from the provisions of the 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 
Classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 


35s. per display panel inch, 
Series rates on ap 


of Rams Order 1952." 


All other 


plication: all 
Address “Advertiser's 


required by 


Another 
first class 
Visualiser 


Saward - Baker 


The opportunities for meet- 
ing clients, attending con- 
ferences and co-operating 
with high-grade copywriters 
make leading  Visualiser’s 
work here of more than 
ordinary importance and per- 
sonal satisfaction. Only 
really top men should apply 
in confidence to Managing 
Director, Saward, Baker & 
Co., Ltd., 27 Chancery Lane, 
London, W.C.2. (A few 
specimens would be helpful.) 


VISUALISER LAYOUT 
quired for 


Packaging and Point of 
to S.LA. Standards. 
plus sound knowledge 
and permanent 
surroundings. 
will be returned) 
experience and 
Managing Director, 
Co. Ltd, 1 
chester, 


_ Position 


salary 
Cooper 


Good finished 
Knowledge of 
tage, HOLborn 0°34, 
WELL EDUCATED 
secretary/shorthand typist 


London 


esting work Holidays i 


the production 
Advertisements, Brochures, 


Crisp 
designs and accurate layouts essential, 
of production 
processes and Typography. Good salary 


send specimens 
with 


LAYOUT AND LETTERING | 
lettering 
airbrushing an advan- 


and 


ARTIST re- 
of Press 
Catalogues, 
Sale Displays, 
versatile 


in congenial 
(which 
details of 


required, to 


Edwards, Dyer & 


Street, Man- 


ARTIST 
essential. 


methodical 
to assist Ad- 


vertising Manager of important firm in 
Able to cope with detail and 
deal intelligently with varied and inter- 


f booked can 


stand Write for interview giving 
deiails of experience, age and salary 
required, 


to 
Box 4523 Ad. Weekly 180 Fleet St EC4 


Man and Visualiser 
Refrigeration 
Department at Cow 
ford. The position 
ideas, initiative, 

ability to produce 
ling sales literatu 
semi-technical publ 
for which 


London. Write in 
instance to: 


Manager 


Pressed Steel Com 
COWLEY - 


Pressed Steel 
Company 
Limited 


Require a competent layout 


Advertising 


and 


typographical 
knowledge is essential. In- 
terviews can be arranged in 


F. R. Best, Advertising 


Refrigeration Division 


in their 


ley, Ox- 
calls for 
the 
compel- 
re and 
ications, 


the first 


paw a Ltd 


PRODUCTION. 


production man under 30, w 

without supervision on urgent 

insertions State time convenient 
interview and full details to 


Box 4512 Ad. Weekly 180 Ficet St BC4 


London Agency has 
immediate vacancy for an experienced 
work 
press 
for 


AMBITIOUS YOUNG 
production 
man 


with agency experience, re- 
quired to take charge of the 
mechanical production for a 
group of accounts. Must be a 
good organiser, with a mind for 
details. Write giving full details 
to 

THE PRODUCTION MANAGER 

R. S. CAPLIN LTD. 

128 Park Lane, London, W.! 


SPACE SALESMAN 
established, local 
Machine Media. in 
Anglia Must be capable 
four figure salary 
scheme 
references, 


sponsored, 


Box 4508 ‘Ad. “Weekly 180 Fleet St EC4 


required on well 
Postal 
Midlands and East 
of carning 
Superannuation 
— — age, experience, 


PRODUCTION ASSISTANT 


Agency experience essential, must be 
accustomed to type and block ordering 
and able to produce printer's layouts. 
Creative ability helpful. Write giving 
full particulars and salary required to 
Production Director: 


Gilbert Advertising Ltd., 
10 Norfolk Street, Wc. 


VACANCIES for one gencral artist and 
one junior of ability in Studio of famous 


commercial organisation Varied and 
interesting work. S-<day weck Write 
detai's of experience, age and salary 
required 


Box 4574 Ad. Weekly 180 Fleet St EC4 


Aprit 30, 1953 


APPOINTMENTS VACANT 


YOUNG LADY 
required as assistant in Accounts 
Department of Masius & Fergusson Ltd. 
Some knowledge of Advertising ag | 
routine preferred. Write giving full 
details and salary required to: 


MR. R. SEWELL, 
40 Berkeley Square, W.!. 


YOUNG REPRESENTATIVE 


ARTIST. 


G 


MAIL 


required 
for London Studio; need not have 
experience of selling artwork, but some 
knowledge of reproduction processes 
preferred. Salary and expenses. Siaff 
know of this advertisement. + a full 
details and salary required 
Box 4530 Ad. Weekly 180 Fleet St EC4 
London Studio requires 
another first class man for jettering. 
Ideal conditions and holidays as 
arranged. Write in confidence giving 
full pagticulars to 
_Box 4533 Ad. Weekly 180 Fleet St EC4 
S. ROYDS LIMITED, Incorporated 
Practitioners in Advertising, are seck- 
ing an Account Executive with the 
following experience, qualifications and 
background. He should be not more 
than 37 years of age with at least 
eight years Agency experience dealing 
with the work of National Advertisers 
in an assistant and executive capacity. 
He should understand the work of cach 
department of a Service Agency, be 
able to plan, develop and administer 
National Accounts and deal 
levels of business and indusiry. 
vacancy is one which offers responsi- 
bility, hard and interesting work, an 
excellent salary and a promising future. 
Applications, which should detajl edu- 
eauon, training, experience and present 
job, should be made by post only in 
the first instance to: The 
Secretary, G. S. Royds Ltd., 
_ Piccadilly, London, W.1 
ORDER HOUSE—London—te- 
quire keen Advertisement Manager for 
preparation Catalogues, Press DY. 
Art Work, etc Application to 
Box 4522 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


COPYWRITER WANTED 

Cooks are looking for a young copy- 
writer. The right man should also be 
able to produce pencil visuals for press 
advertisements, folders and booklets. 
Apply by letter to Publicity Manager, 
with details of salary required. 

THOS. COOK & SON, LTD., 
Berkeley Street, London, W.!I. 


MAN, 


DISPLAY 


aged 30-40, required to take 
charge of Voucher Room in busy West 
End Advertising Agency 
experienced in both 
Classified — work rite, 
TEMp!le Bar 7805 for ao 
Austin Knight Ltd., 8 Grape Street 
Shaftesbury Avenue, W.C.2 


Leading London Brewery 
requires resourceful display man _ for 
Off Licence windows. Must be prac- 
tical, able to produce new ideas, make 
constructions, and = instruct window 
dressing staff. Commencing salary 
£500/£600 according to experience. Staff 
pension scheme Full details to 

Box 4550 Ad. Weekly 180 Ficet St BC4 


DESIG 


EXPERIENCED _ 


SILK SCREEN 


Production Manager required 
to take complete charge of 
modern Silk Screen Plant. 
Situated Central London, and 
carrying out print orders for 
some of the largest National 
Advertisers. Must be fully 
competent, able to estimate 
and plan production. Excel- 
lent salary and prospects to 
the right man. 


Box 4572 
Advertiser's Weekly 180 Fleet St EC4 


-DRA AN. op- 
grade man with — for design and 
whose experience can command a high 
salary required by B. & If. Nathan 
Ltd., Dining Room Furniture Manu- 
facturers, Angel oad, monton, 
N.18 ss 
VISUALISER AND 
LAYOUT ARTIST required by pro- 
gressive studio. Write giving full detai's 
and salary to 

Box 4544 Ad. Weekly 180 Fleet St EC4 
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Apri 30, 1953 


AP 


NTMEN 


The Lady we 
want knows from 
EXPERIENCE ! 


The kind of advertiser who 
should consider E 
SKETCH; one of the import- 
ant publications in the Illus- 
trated Newspaper Group. 
..The executives in the agen- 
cies who handle accounts 
likely to be interested in 
THE SKETCH readers. 

.. Some (preferably many) ad- 
vertisers whose products could 


be profitably advertised in 
THE SKETCH; in very good 
company. 


The daily routine of an ad- 

vertisement office where there 
is an appreciation of flair in 
Advertising and an_ under- 
standing of advertiser prob- 
lems. 
..That she must dress neatly 
and have a pleasing person- 
ality. 
If your experience matches up to 
the above and you are interested in 
the position open please write, 
stating age, experience and salary 
required to 


W. W. J. Studd 
Director 
Illustrated Newspapers Limited 
Ingram House, 195-198 Strand, W.C.2 


ag gt LIMITED 
have vacancies for two girls (aged 15 
to 17) as junior artists Good rates 
of pay are offered for a 374 hour week 
Applications should be made to the 
Personne! Officer, Gestetner Limited, 
Fawley Road, Tottenham, N.17 
LEADING TRADE JOURNAL requires, 
in London, the services of a junior 
representative on a salary and expenses 
basis No previous experience neces- 
sary Replies to 
Box 4548 Ad. Weekly 180 Fleet St BC4 
—_— 


Lettering 
Artists 


Carlton Artists Ltd 
have vacancies 
for expert lettering 
artists 


of Tottenham 


Holiday this year 
write to:- 
ART DIRECTOR 
Carlton Artists Ltd 
38 Portman Square 
London W.1 


NORTHERN ADVERTISEMENT MAN.- 
AGER required by leading enginecrine 


journal to cover Yorkshire, North 
East Coast and Scotland Salary and 
commission Piease send full details 
of education, previous experience and 


record 
Ad 


sales to 
Weekly 180 Flect St EC4 


Box 4551 


229 


APPOINTMENTS VACANT 


INTELLIGENT ADVERTISING 
EXECUTIVE, age to 35 (Assistant 
to the Marketing Manager) with experi- 


* 


ence in advertising, media, production | 
and modern marketing methods, is | 
required at the headquarters of Fisons | 
Ltd. The appointment will hold the 
prospect of an interesting carecr in @ 
large and progressive company. An 
agricultura! background an advantage 


but not essential 
with experience 
not less 


Salary commensurate | 
and qualifications but | 
than £800 per annum Apply 
in writing to Personnel Officer, Fisons 

Lid., Harvest House, Felixstowe, 

Suffolk 
YOUNG MAN who has completed 

National Service required by medium | 

sized Agency as Production Assistant 

Write stating experience, age and salary 

required, to 

Box 4545 Ad) Weekly 180 Fleet St EC4 | 

| 


Key Post for 
COPYWRITER 


This is not every copywriter’s job. 
It calls for a well-developed “‘bent’’ for 
absorbing the technicalities of industrial 
products and creating from them 
Outstandingly good advertisements. It 
is for a copywriter of mature experience 
gained mostly, if not entirely, with 
good agencies. | 

The post is with a London Agency of 
high repute as specialists in industrial 
advertising. Write stating experience, 
age and salary required to: 


Box 4539 | 
Advertiser's Weekly 180 Fieet St EC4 | | 


APPLICATIONS ARE invited for the 
position of copywriter in the advertis- 
ing department of leading photographic 
firm near London. Age not above 30 


Apply 
Box 4547 Ad. Weckly 180 Fleet St EC4 | 


CREATIVE 
LAYOUT MAN 


We are requiring a man who 
can produce layouts of first 
class quality. He must have had 
experience on good technical 
and industrial accounts. i 
The position offers wide scope | | 
for a man with initiative and | 
ability. 
HYDE & PARTNERS LIMITED, | 
90 QUEEN STREET, CHEAP- | | 
} 
! 
| 
| 


SIDE, LONDON, E.C.4. 


LETTERING and layout First-class 
experienced artist cequired. Progressive 
Dost Five day week Bonus scheme 
Box 4559 Ad. Weekly 180 Fleet St BC4 
GENERAL ARTIST, capable of rectouch- 
ing required urgently by London Pub- 
licity Consultants specialising 
eering accounts Applicant 
versatile in all media 
ence in creative 


in engin- 
must be 
Previous experi- 
artwork and technical 
drawings for the enginecring industry is 
essential | 
| 
| 
| 
' 
| 


Box 4546 Ad. Weekly 180 Fleet St BC4 


GENERAL 
ARTIST 


required, Central area, with at 
least five years practical exper- 
ience. Must be versatile and cap- 
able of producing finished art 
work to a high standard for all 
classes of press and printed 
advertising material. Figure work 
useful but not essential. Full de- | | 
tails age, experience and salary | | 
required to 
Box 457! 
Advertiser's Weekly 180 Fleet 61 EC4 


First class 


Typographer 
wanted 


for the Promotion 
Department of a leading 
London Publishing 
House. Must have all- 
round experience. The 
post offers excellent 
opportunities for the 
right man. All 
applications will be 
treated with strictest 
confidence. Please write 
and supply details of 
age, experience, 
qualifications and salary 
required to 


Box 4538 
Advertiser's Weekly 186 Fleet 8 EC4 


MALE CHECKING CLERK required in 


Voucher Department Previous agency 
expericnuce necessary Permanent posi- 
tion, no Saturdays. Apply Mr. Lawrie, 
Alfred Bates & Son Lid, 1) Fleet 
Sueet, EX’ 4 

PROVINCIAL AGENCY (fully recog 
nised) with small London office would 
like 10 meet young contact man with 
some business to help in developing 


London branch 
Box 4549 Ad. Weekly 180 Fleet Si BC4 


LETTERING / LAYOUT 
ARTIST 


A medium sized London Adver- 
tising Agency specialising in 
quality work, requires an experi- 
enced man or woman who 
combines first class finished 
lettering with a flair for clean 
layout. This is a well-paid job. 
Please writc, giving particulars 
of your previous experience and 
the salary you require, to: 
Box 4515 
Advertiser's Weekly 180 Fieet St EC4 
Our own staff are aware of this 
advertisement. 


LETTERING ARTIST, male. required 
or permanent position Only = fully 
experienced artist considered, good 
salary Write or phone for appoint- 
ment with specimens of work to 
DOUGLAS McLACKLIN sit DIO 
LTD, 15 Grape Street, W.C TEM 
4032 é 

NATIONAL ADVERTISER with larec 
appropriauon requires man under 40 
with drive and initiative to fill a senior 
exccutive post under the Managing 
Director. Applicants must have a wd 
knowledge of advertising and be able 
to create ideas and undertake sacs 
promotion Write - ng fullest details 
in strict confidence to 
Box 4541 Ad. Weekly 180 Ficet St EC4 


| 


’Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


TENN | CLASSIFIED ADVERTISEMENTS 


“WOMAN” has two interesting openings 
to offer women journalists Pashion 
and Beauty Department requires crea 
lve writer Sub-editors staff requires 
experienced sub with re-write ability 
Both pos.s carry salaries abowe NU J 
raie Candidates should be below WW 
years P case apply in writing, giving 
details of past experience, to the 
Editor, “WOMAN,” 189 High Ho 
born, London, W.C 

EXPERIENCED JOURNALIST required 
as Features Editor of ADVERTISER s 
WeEKLY. Knowledge of modern feature 
page layout, writing and sub-cditing 
desirable Salary according to experi 
ence Full particulars of age. exper 
ence, ck in s.fict confidence to 
General Manager, 180 Fleet St. BCs 


SHOWCARDS, 
CUT-OUTS, Etc. 


Is there a really capable youngish repre- 
sentative, preferably with some connection, 
who is looking for a chance to prove his 
worth, with a view to unique later 
prospects? y 

Initially the testing ground would be 
South and East London. 

Every backing for the right man to 
show his capabilities for handling later 
a really responsible position 

Essential qualifications: Personality, 
selling ability, quick grasp of essential 
and unafraid of hard work. 


Box 4537 
Advertiser's Weekly 186 Fleet 81 EC4 


DRAUGHTSMAN required for Dining 
oom = Furniture ust be fully 
experienced in detail ng and layout for 
mass produciion Apply B. & I 
a Lid, Angel Road, Edmonton. 


REQUIRED ~ Monthly 


by Technical 
capatde shorthand (Piunan’s) = typeat 
copy clerk Commencing salary £6 
per week plus luncheon coupons 
Stating age and caperience 
Jackson's, 54 Old Broad Street, 
ARTIST / DESIGNER for Display 
Exhibition work with National 
liser Must have had 
five years Commercial 
Good figure 

a 


and 
Adve 
not leas than 
Stud.o experi- 
work exsential 
approximately 
10s. per 
Box 4542 Ad Weekly 180 Fleet St EC4 


C & A Modes Ltd 


require 


JUNIOR 
CREATIVE 
ARTIST 


lettering, layout and 
general design. Basic know- 
ledge of figure drawing an 
advantage. Excellent oppor- 
tunity and scope for a young 
man with flair for fashion 
and common-sense outlook. 
Four weeks’ paid holiday 
annually, first-class working 
conditions. Write for ap- 
pointment to:— 


for 


ADVERTISING MANAGER 
C & A MODES LTD. 


North Row, Marble Arch, W.! 


YOUNG ARTIST wanted for Advertising 
Department. Finished general art work 


for catalogues, direct mail, jeaflets, etc 
Applicants should have completed 
National Service, F. J. Edwards Ltd 


359 Euston Road, London, EUS. 4641 
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ADVERTISER'S WEEKLY 


WADHAM 
ARTISTS |. 


REQUIRE | 


: (a) RETOUCHING 
ARTIST | 
a of exceptional ability | 


(b) SCRAPERBOARD 


230 


APPOINTMENTS VACANT 


Situations Vacant: 


"The engagement of persons answering these advertisements must 


be made through a Local Ofhce of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless be or she, or the 


employment, 
Notification of Vacancie 


is excepted from 


the provisions of the 
6 Order 1952." 


ADVERTISING CONTRACTORS 
offer exclusive rights for National 
Advertising sales to a person or firm 
having entries to Agencies and Direc- 
tors. The production is aimed at the 
travelling public and is nation-wide 
A ready response and excellent returns 
is assured. Details please in first place to 


Box 4450 
Advertiser's Weekly 180 Fleet St EC4 


| FIRST CLASS PRODUCTION MAN 
| required by West nd Agency to buy 
ARTIST | blocks and typesettings, etc., and super- 
vise copy dispatch on “group of 
for highest quality still life | important accouns. Full particulars to 
| Box 4568 Ad. Weekly 180 Ficet St BC4 
Appl ' 
Ply _ | LEADING SOUTH AFRICAN AGENCY 
146a Queen Victoria St. requires a 
J CiTy 11445 | | SENIOR CREATIVE COPYWRITER 
The position offers a first-class oppor- 
tunity for an experienced Copywriter 
ARTISE-VISU ALISERS. Opportunity to join an Agency handling a number 
“ fo first ass visualisers—-preferably of large national accounts. The success- 
with a flaig for enlivening the tech ful applicant will be eligible to join the 
= nical subjects to offset’ high London Company's Pension and Medical Fund 
living costs, by working at top rates The commencing salary 1s according to 
P n the provinces Please forward rele experience and ability and free passage 
: vant details about yourself and a tew | to Johannesburg will be provided 
recent specimens which will be care- | Interview will be arranged in London, 
fh fully handled and returned Cogem but in first instance write by Air-mail 
m7 “a pag Ss da Trin House, giving details of age, marital status and 
4] rinkty stree wentry | | experience and, if possible, specimens 
; VEISUALISER/LAVOUT MAN required | of work to 
for creative cam in lare expand neg 
agency Ability to produce rough and COPYWRITER 
finished layouts with an accent on | P.O. Box 4567 Johannesburg. 
lettering and modern des en Accom | 
modation can be provided Write 
giving full particulars and salary re WEST END AGENCY require two 
quired, to: Art Director, NEVIN D expericnced assistants in the Produc- 
HIRST (ADVERTISING) lip tion Department 
Grattan House, Mount Preston, Leeds, 2 Box 4567 Ad) Weekly 180 Fleet St EC4 
. 
i " ; . Ta L 
LITTLEWOODS OF LIVERPOO 
oF 
d (MAIL ORDER DIVISION) 
Increased business—mainly in the spheres of retail 
* trading and the selling of textiles and household 
im De ? 
ae merchandise to the home market calls for a 


further expansion of our 


G female) already working for a 

is He or she will understand 
; experienced in writing catalogue or advertisement copy 
i 


considered 


ilar ts 


or Manchester 


The Stat? benefits usually 
organisations are available 


Vacancies are now available for : 


LAYOUT/VISUALISER 


This vacancy could be filled by a man already getting 
a four-figure salary, but who may have reached the 
limit of advancement in his present position 


COPYWRITER 
This vacancy could be filled by copywriter (male or 


merchandise and will 
Only applications from qualified people will be 


Interviews will be arranged in London, Liverpoo! 


Letters of application must state age, experience, 
and details of positions held, to :— 


Personnel Manager, 
LITTLEWOODS MAIL ODER STORES LTD., 
LIVERPOOL, 


studio/publicity staff. 


departmental store 
be 


offered by large trading 


23. 


meters 


‘Phone your Classifieds 


A GOOD GENERAL ARTIST 


(FEMALE) 


is required for press adver- 
tising in the London Publicity 
Department of a large indus- 
trial organisation. 

Working in a spacious, well- 
equipped studio, she wil] be 
required to create layouts with 
originality, and execute good 
quality finished art. A knowl 
edge of display typography 
would be an advantage. 

A Junior Artist would be 
welcomed —if she can show 
that she has the potential 
abilities for this type of work. 

Box 4514 
Advertiser's Weekly 180 Fleet 8t EC4 


PETTY & SONS LTD... require a first 
class Representative, under 445 years of 
age. for their Photo-Litho Offset and 
Letierpress Printing Specialities to 
cover Leeds and district Experience 
of territory and technical knowledge 
essentia Splendid opportunities for 
energctic man Non-contributory Pen- 
sion Scheme Apply, first ins:ance, in 
writing, stating previous and present 


employment and salary required to Mr 


I I Barrett, Director Whitchall 
Printeries, Leeds. 12 All applications 
will be treated with the utmost 


confidence 


ABOVE-AVERAGE ARTIST 


required 


Above-average salary to right 
man who should have several 
years agency experience, be able 
to produce ideas, convert 
visuals into lively layouts and 
finished work to a high standard. 
The position offers good pros- 
pects, variety and scope. Pension 
scheme. 40 hour 5 day werk. 
Apply by letter to Art Director, 
WHITE ADVERTISING 
Incorporated Practitioners in Advertising 
Warwick Road - Birmingham, 27 


ARTISTS 
work in 
Congenial 


for finshed Commercial 
colour. No beginners 
condi‘ions Hours 9 
ive-day week. Pension Scheme, Phone 
for appointment, Studio Manager, 
Theatre Publicity, Hampstead 8281 


COPYWRITER 


An interesting vacancy occurs 
in a leading agency in Central 
London for thoroughly  ex- 
perienced copywriter (28-35) 
with well-developed creative 
and visualising ability for work 
on national and technical (medi- 
caland pharmaceutical) accounts. 
Congenial, progressive and per- 
manent post commanding good 
salary—according to experience. 
Full details in confidence to: 


figure 


Box 4560 
Advertiser's Weekly 180 Fleet St EC4 


MOTOR TRADE JOURNAL requires 
assistant in production department, 
able to execute technical diagrams and 
art work Sound knowledge of per- 
spective neat smal! lettering and 
previous commercial experience all 
essentia Salary £300 per annum 


Box 4579 Ad. Weekly 


180 Fleet St EC4 


to CHA 8844 (Ex 


Apri 30, 1953 


CLASSIFIED ADVERTISEMENTS 


TWO FIRST CLASS 


LETTERING 
ARTISTS 


REQUIRED BY 


HAWKE STUDIOS LTD. 
22 CHENIES STREET, W.C.1 
IMMEDIATELY 
e 


HOLIDAYS WITH PAY 
CAN BE ARRANGED. 
GOOD SALARY TO 
REALLY GOOD ARTISTS 


Apply with specimens to Norman 
Bannister, Studio Director, 
or "phone Museum 1181 


SHORTHAND-TYPIST, aged is-21, cc- 
quired for Publicity Department 
Address applicauon in writing only to 
the Secretary International Wool 
Secretariat Dorland House, 18-20 
Regent Sirect, London, S.W.1 
We require immediately the services 
ot an artist able to produce layouts 
for Brochures, Sales Literature. etc 
meticulous leitering and line work, 
and including the use of scrape 
board Abiity to undertake technical 
drawings for exhibition display an 
advantage Write with full details of 
experience 

Box 4573 
Advertiser's Weekly 180 Fleet St EC4 

PRODUCTION. = Established Agency in 

London requires the services of a first 


class Production Man. He should have 
a good all round know'edge of 
work and typefaces and 
capab!e of handling a number oft 
accounts Ideal working conditions, 
good salary and holidays by arrange 
ment Apply stating ful) particulars to 
Box 4535 Ad. Weekly 180 Flect St EC4 


cess 


BRITISH OVERSEAS AIRWAYS 
CORPORATION 

A vacancy exists in the Advertis 
ing Branch for an Advertising 
Officer to undertake the respon- 
sibility for the production of 
Corporation timetables. 
Applicants must have a 
practical knowledge of printing 
processes. Expericnce of tme- 
table production or similar work 
would be an advantage. Appli- 
cants should be between 28—-35 
years of age. 
Initial salary for the post 1s £620 
per annum. 
There Superannuation 
Scheme. and the successful appli- 
cant will be located at Airways 
Terminal. 
Applications should be forwarded 
to Staff Manager, B.O.A.C., Air- 
ways House, Great West Road, 
Brentford, Middlesex. 
The closing date for applications 
is May 8, 1953. 


sound 


Is a 


AVOUT. 
established 
capable of 


Opportunity 
technical agency 
producing first class 


cxrsts 
tor 


with 
a man 
layouts 


for preseniaton to ients Ho! idays 
by arrangement Write fully two 
Box 4534 Ad Weekly 180 Fleet St EC4 
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ApriL 30, 1953 


PPOINTMENTS VACANT 


WANTED NOW... 
TWO OR THREE FIRST 
CLASS GENERAL ARTISTS 
Good small lettering essential, 
ability to handle realistic figure- 
work and/or retouching an ad- 
vantage. 
Write stating age, experience 
and salary required to 

Mr. G. A. KING 


STUDIO K 


17 Berkeley St., London, W.1 


EXCEPTIONAL OPPORTUNITY  pre- 
sents itself tor a young man (under 35) 
wno has had a Ith space-se.ling 
experience or is keen to enter that field. 
A weil-known Fieet Street group of 
periodical publishing companies is pre- 
pared to train such a@ man tor carly 
Promoiion to one of its main adver- 
tising deparuments, Probationary salary 
£6-£7 Write, in strict confidence, to 
Box 4425 Ad. Weekly 180 Fiect St EC4 


PRODUCTION MANAGER 
We require a first class, agency 
experienced, man with a sound 
knowledge of all branches of 
process work to take charge 
of production department. 
Must be able to act on own 
initiative, accept responsibility 
and control production staff 
each handling a group of 
accounts. Phone CHAncery 
5287 for appointment or call 
(except between 12 and 2.30 
p.m.) Crane Publicity Ltd., 
5/9, Quality House, Quality 
Court, Chancery Lane, W.C.2. 


SENIOR REPRESENTATIVE = required 

fe are oolour printers and designers, 
dealing mainly with national adver- 
tisers and require the services of a 
man aged 35/40 experienced in our 
field. Our staff have been informed 
of this vacancy Apply in confidence 
to 

Box 4543 Ad. Weekly 180 Fleet St EC4 


Old Established CANADIAN 
PUBLISHING HOUSE 
require advertisement representatives 
for Midlands and London. Experience of 
top-level space selling an advantage. 
Excellent opportunity for good sales- 
men. Commission and Expenses. High 
commission on new business and re- 

newals Box 4561 
Advertiser's Weekly 180 Fleet 8t EC4 


A VACANCY occurs in the Editorial 


and Public Relations Department of 
one of the largest Mail Order Com- 
panies in Great Britain, for an intelli- 
gent young man, with original ideas, 
capable of producing first class layouts 
and re‘ouching Photographs. A sound 
knowledge of production processes and 
typography is required. . Salary accord- 
ing to qualifications. Apply in first 
instance to 

Box 4583 Ad. Weekly 180 Fleet St EC4 


LAYOUT MAN 


with genera] Art ability re- 
quired for West End Agency. 
Knowledge of typography and 
ability to produce a client's 
layouts from __ visualisers’ 
roughs, 

Write or phone for appoint- 
ment to: 


AUSTIN KNIGHT LTD., 
212a Shaftesbury Ave., W.C.2. 
TEM: 7801 


’Phone your Classifieds 


SECRETARY /SHORTHAND TYPIST | 
newspaper. “ee Ihe 

Pigeon Pubiishing Co., Ltd., 

Street, W.C.1—stating 

__ Salary required, etc. 

DISPLAY MAN for Retail Furnishing, 
to deal with total of 300 fi. window 
frontage, and showrooms, at three 
shops in three mies radius, South 
London. Good studio and construction 
facilities, but must organise himself 
Good class modern disp.ay required. 
Write stating presem salary. 

Box 4540 Ad. Weckly 180 Fleet St EC4 


ASSISTANT 
STUDIO 
MANAGER 


is required by 
Carlton Artists Ltd. 
Please write to 

ART DIRECTOR 

Cariton Artists Ltd. 
38 Portman Square, W.1. 


IMSL LLAD®S AIRBRUSH BK c.oucae: 
able t take charge of S.udio, HOL- 
born 0534. o ae a 

ARTIST required tor the make up of 
adaptations. Must be neat worker anu 
have good layout sense. Pleasant studio 
S-day, 40-hour week. Adapi Service, 
5 Rosebery Avenuc, E.C.1. Terminus 
8770 


PRODUCTION, We require an addi- 
tional production man with agency 
experience to handle group of accounts 
Phone for appointment, cr cal) Cranc 
Publicity Ltd.. 5/9, Quality Court, 
Paaneety Lane, W.C.2. Tel. CHAncery 
$287. 


London Studio. First class men only 
need apply. Write stating salary. 
Box 4491 Ad, Weekly 180 Fleet St BC4 


SOMEONE'S OPPORTUNITY 
Managing Director of rapidly grow- 
ing Norhern advertising agency re- 
Quires experienced man 1. assist him, 
parucularly on contact work. Pro- 
gressive post leading ultimately 1o 
full executive position, Must have 
good contacts. Write giving full 
details previous agency experience, 
personal details, wiih view t carly 
interview. Salary £500/£600, acoord- 

ing to ability. 
Box 452 


x 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


ARTIST, 15 years’ experience, secks post 
with manufacturer or studio, Experi- 
enced in perspectives from blue prints. 
Layout and lettering, pho.ography, pro- 
cess cctouching, iljustratjon and design. 
Box 4518 Ad. Weekly 180 Fleet St C4 

YOUNG EXECUTIVE with experience 
of Market Research, Marketing. Public 
Relations and Home and Overseas 
Media Planning, seeks change, Univer- 
sity graduate. 

Box 4577 Ad. Weckly 180 Fleet St BC4 

VISUALISER/ LAYOUT MAN. experi- 
enced, young, energetic, secks new 
position with wider scope. Not yet 
tip-top, but a definite asset to your 
“brains’’ department. 

Box 4578 Ad Weekly 180 Fleet St BC4 

ART director/contact on consumer and 
technical accounts, secks change. Know!- 
edge—production, print, copy, direct 
mail, sales promotion, administration. 
Box 4580 Ad, Weekly 180 Fleet St EC4 

STUDENT. Virile mind, able to visualise; 
knowledge layout; keen copywriter 
wishes to join Agency to develop strong 
creative potentia!. Salary unimportant 
Box 4341 Ad Weekly 180 Fleet St BC4 

DO YOU WANT COPY THAT SELLS? 
1 can produce it. I have written copy 
for a year in New York on wide 
variety of . Education? 
America’s Public School 
2 years University. I need a junior 
copywriting post in Advertising Agency 
Department or Public Relations firm. 


Box 4492 Ad. Weekly 180 Fleet St 


DAUM AMAA ALFADAD, Piivarc Scie 
tals, Litias, CH. 1h UU atc WO Uigcu 
Decd Vl slall, OuOlacl LaOassy Buicau, 
Bacci thuusc, Wauoumide SUCEL, W.L.4. 
(Witlieaau 2944), WE spouse 
cen, pemunnei. 

AUDVERIISING BAECUTIVE, ten years 
44 round ¢xapericnce, desifes cCOanyc. 
Preleraciy wito large company. 

Box 4202 Ad. Weealy isu ricet St EC4 

WILL A NATIUNAL AUVEKRIISER 
or other re.aud ofganisation requiring a 
SALES PRUMU LION MAWAULA, 
expericneced in dispiay, advertising anu 
cxmionjion work. tary 30s. Sngic 
and of good repute, Picase conan 
Box 4553 Ad. Weemy 180 riget 5k ba 4 

LADY SPACE BUYER uous 
Sec Claliai, cunmeung, 
sHor.oand, type. ruuy 
agency rouunc. 

Box 4502 Au, Weekly 180 Flect St bC4 

YOUNG) AWMVERIISING MAN. to: 
meny Producsuon Assis.ant, Copy wr.tcr 
Account bacculive—aduing up w > 
ycals CAPCIICNCE SECAS CACCUUVE pom 
tion Aged 25. Future prospects 
important. 

Hox 405 Ad. Weekly 180 Ficet St EC4 

Gita, iY, icguses UWaince si.uauon 
with advertising agency of s.udio 
Box 4904 Ad. Weealy 180 b.cet St bod 

ADVERLIISING EABCULIVE (55) will 
sMorly De a4vauadic Lor ~pusiion as 
P.K.U./Puoucny Manager wito indus 
ial brm (preferably tecanical) or pub 
lic undertaking, where ecimicncy, res 
DonsOLity and applcauon of wide 
expenence of Puoiuciy im all its 
branches will be suilabiy rewarded, 
Box 4505 Ad. Weekly i150 bicet St BC4 

YOUNG MAN (2)) with some expenencc 
@ space [cpresentalive now secks 
ain 45 production assistant wita 
Agency or Pubdisner. 

Box 4966 Ad. Weeky 180 Fleet St bC4 


FREE LANCE SERVICES 


FIRST-CLASS ARTIST (KS. W.) special 
isang in landscape and linc, can under 
tako further tree lance work 
Box 4552 Ad, Weekiy 180 Prices St BCs 

ARTIST FREE LANCE secks extra com- 
mission, cxpericnced in card construc 
ions, showcards, cul-ouls, cartons, 
design, lettering, colour and line. 

Box 4529 Ad. weckiy isU ricet 51 BC4 

ARIISI, tuily experienced je.tering, lay 
oul, design for brochures, press ads 
leaflets, elc., requires additional work 
Hox 4569 Ad. Weekly 150 Ficet St ka 4 

ARTIST specialuing in still life, poin 
ot sale, Packaging ucsign SCCRS 
representauion 
Box 45/0 Ad, Weekly 180 Fice: St EC4 

FIRST CLASS LETIERING AKIISI, 
ctc,, secks free lance position wi.n 
Sicady commissions. 

Box 4575 Ad. Weekly 180 Fiect Sit BC4 
ARTIST sccks free lance work, 
layouts, typography, icttering 
_ Box 4576 Ad. Weekly 180 Ficet St C4 
SILK SCREEN NEWS from am work to 
Stencil, prompily supplied by post 

just iron on. 

_ Box 4554 Ad. Weekly 180 Fleet St EC4 

IDEAS, Research, copywriting, literary 
service, London Press credentials 
Box 4555 Ad. Weekly 180 Fleet St BC4 

ARTIST, cxpert retoucher (figure) re 
quires extra work, suit small weekly 
Box 4581 Ad. Weekly 180 Fleet St EC4 

FIRST-CLASS ARTWORK and te- 
touching (free lance or studio) 
required by agency handling trade and 
technical advertising, central London. 
Box 4519 Ad. Weekly 180 Fleet St EC4 

WEEKLY PERIODICAL requires 
occasional services of free lance artist 
to jllustrate wide range of feature 
material Apply. with reproduced 
specimens of recent work, to 
Box 4520 Ad. Weekly 180 Fleet Si BC4 


ACCOMMODATION 


Manage 
compeicat 
caperiences 


Visuals, 


ADVERTISER'S WEEKLY 


|CLASSIFIED ADVERTISEMENTS | 


STRAND, W.C.2. Working Studo ant 
several offices to lect at moderate rents. 
1LA 8540 

10 LET. One room including 

desk space in main 

established Free Lance 
Phone GER 9586 


ail ser 
s.udio 
Onxtord 


sices, OF 
Suit 
Street 


BUSINESS OPPORTUNITIES 


“SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or levierpress (own 

Photo-litho process plant) 

CARILLON PRESS LID. 

Colour Printers, Bournemouth 

Telephone: Boscombe 46835 

London Oilice: 98-100 Fleet S., E.C.4, 
Phone: CEN.al 1740 


Fine 


SALES AND WANTS 


ADVERTISING — STATIONERY. 
Patemed Envelope Novelty particularly 
attractive mail-adver.ising for sale 
Box 4556 Ad. Weekly 180 Fleet St EC4 

CONOGRAPH AIR BRUSH, compicte 
with plastic air line Unused In 
sirong wooden box. £3 10s 
Box 4557 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


PIN-UPS for Advertising Agents, 
zines and Calendars 
available-—Particulars, 
Photographs 1 
Church Steet, 


Maga 
Continual supply 
Philip Gotlop 
24 = Kensington 

WEStern 4130 


MISCELLANEOUS 


SIRPIL-«(H. de tla Chassaigne-P. F 
Gomez Homen), International Service 
Agency, Via Visconti di Modrone, 6 
Milan. 


d 
W.8. 


PRINTERS 


OFFSET LITHO PRINTING. Highest 
quality work at competitive prices. 
Broadsheets, Brochures, Labels, Show- 
cards, etc, The West Yorkshire Print- 
ing Co., Lid., George Street, Wakefield. 
Telephone 3438/9. London Agent: H 
Ridgeway, 148 Strand. Temple Bar 8103 

SMALL. FIRM required to undertake 
Book Jackets designing and printing for 
london firm 


Box 4558 Ad. Weckly 180 Fleet St BC4 


PRINT BUYERS 
will be wise to ask for our quota- 
tions before they place that order’ 
KEENER PRICES 
than ours are difficult to imagine for 
quality printing 
Letterpress and Litho 
SPOTLIGHT PUBLICITY 
98, Dulverton Road, New Eltham 
London, S.E.9 Tel: Ebtham 4644 


SPECIAL ANNOUNCEMENTS 


See April 9 issue of ADVER- 
TISER'S WEEPKLY, pages 64 and 
65 for the Monthly Register 
of Trade and Specialist Pub- 
lications Section. May 14 will 
be the next issue containing 
this Register. 


MOVING WEST? 
Self Contained Building, 
Dunraven 
4,500 sq. 
sale with 
for medjum sized agency. 
from 


Box 449% 
Advertiser's Weekly 186 Fleet 81 EC4 


See April 16 issue of Apver- 
TISER'S WEEKLY, pages 120, 
121, 122 and 130 for the Ad- 
vertising Services & Supplies 
Section. May 14 will be the 
next issue containing these 
Services. 


to CHA 8844 (Ex 25) 
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D| PAGE 


Opread 


AVAILABLE 
in MONOTONE 
or COLOUR 


First C/S booked for Shell Chemicals 
(Teepol). 
A change to ‘cotinex’ paper commencing 


May issue provides excellent surface for 
colour printing. 


Space bookings from January to May 1953 
show an increase over the same period last 
year of 37°, —and a marked preference 
for colour. 


‘Personnel Management’ reaches the execu- 
tives responsible for 
Industrial Safety and 
Welfare, Health and 
Hygiene, Canteen 
and Catering, Heat- 
ing and Lighting, Air 
* Conditioning, Fac- 
tory Amenities, 
Sports Facilities and 
general industrial 
equipment. 


Write to-day for 
details. 


180 FLEET STREET, LONDON, E.C.4 CHAncery 8844 


Published by the Proprietors, “BUSINESS PUBLICATIONS, Ltd., 


| day, June 8. 


—STOP PRESS — 


Aprit 30, 1953 


THURSDAY, 


LAUNCHING OF 
“CANADA REVIEW’ 


St. Clair McCabe, top executive 
ot the Th Company of 
Canada, arrived in this country to 
complete arrangements for publi- 
cation of “Canada Review” which 
is being launched in this country 
early in May by the company's 
principal, Roy Thomson. 


A’s CORONATION 
LUNCHEON 


Considerable number of reserva- 
tions already received for Adver- 
tising§ Association's Coronation 
luncheon at Dorchester. on Mon- 
E. J. Robertson will 
preside and chief speaker will be 
Rt. Hon. R. G. Menzies, Prime 
Minister of Australia. Sir Thomas 
White, Australian High Commis- 
sioner, is among the guests. Some 
members are taking opportunity to 
entertain overseas visitors for 
Coronation. 


Aberdeen County has been desig- 
nated an area of special control. 
This had previously been agreed 
between the outdoor advertising 
industry and the planning 
uuthorities. 


“The Caterer and Hotel Keeper” 
celebrated 75th birthday this week 
vith luncheon attended by Lord 
Mayor; Sir Bracewell Smith, chair- 
man of Practical Press Ltd., pub- 
lishers of the journal, and himself 
a former Lord Mayor of London; 
Mayor of Westminster, chairman of 
the L.C.C., and representatives of 
about 40 hotel and catering 
organisations. 


J. P. M'Guinness, leader «riter 
and Parliamentary correspondent, 
appointed editor “Irish Press.” 


Terence Neill has joined Studio 
Irwin Ltd. as representative. He is 
son of Dennis Neill, the well-known 
illustrator. 


W. Ballantine, advertising mana- 
ger, Glasgow office of “The Scots- 
man,” has been elected to the 
Council of Glasgow Press Club. 


Miss Rosemary Cooper, editor 
“British Vogue Export Book,” 
uppointed to the organising com- 


| mittee for London Fashion Fort- 


night (May 27 to June 10). 


T. G. Moore, president, News- 
paper Society, has accepted 
honorary membership of the Press 
Advertisement Managers Associa- 
tion, of which he is a past- 
president. 


Mrs. J. G. Miles, director, 
Samant Miles Ltd., London, poster 
udvertising contractors, died aged 
63. Funeral at Bow Cemetery to- 
morrow (Friday). 


at their office at 180, Fleet Street. London, EC 4 
April 30, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment, 


| Printers, and Newsvendors Pension 


trom residue of her estate. 


| over £1,000 during past year. 


| man, Percy H. Winter, and secre- 


(Phone: Chancery 8844.) 


LADY SOUTHWOOD : 
BEQUEST FOR NABS 


Sums totalling £11,500 paid to 
advertising, newspaper and print- 
ing charities under the will of late 
Viscountess Southwood. Following 
wishes expressed in her husband's 
will she left £1,000 to National Ad- 
vertising Benevolent Society, Prin- 
ters’ Pension Corporation and 
Newspaper Press Fund and £500 
exch to Lloyd Memorial (Caxton) 
Seaside Home for Convalescent 


Society. Each of these bodies has 
also received £1,500 on account 


NABS OFFICERS IN 
MANCHESTER 


At annual meeting of Manchester 
branch of NABS it was disclosed 
that the committee had disbursed 


Walter J. Harrop (Osborne- 
Peacock Co., Ltd.) unanimously re- 
elected president and T. G. N. 
Pearce (Kemsley Newspapers Ltd.) 
was elected vice-president. Chair- 


tury, Arnold Ellis, were also re- 
elected. 


Publicity Club of London public 
speaking section contest, held at the 
City Literary Institute. Following 
qualified for final, which takes 
place at the section’s annual din- 
ner at the Connaught Rooms on 
June 19: Miss J. Walkley, O. 
Fairley, G. Blundell, J. Hollindale, 
and L. Martin. 


Asked in Parliament if he would 
relax restrictions upon promotional 
advertising by the nationalised elec- 
tricity supply industry, Minister of 
Fuel and Power said he was at 
present discussing future prsblicity 
arrangements with gas and elec- 
tricity industries. 


Levers offering three Irish white 
cumbric women’s handkerchiefs in 
exchange for three tops from 
Is. 11d. Surf packets. 


100-page issue of “Municipal 
Journal” for May 22 will give 
comprehensive view of post-war 
development in Coventry in the 
spheres of building, architecture, 
municipal engineering and town 
planning. Issue prepared with the 
close collaboration of the chiet 
officers of the City authority. 


“A Portrait of Robert Flaherty,” 
70-minute programme drawn from 
recorded voices of friends of this 
film director and written by Oliver 
Lawson Dick, an executive of Voice 
& Vision Ltd... will be broadcast 
for fourth time in Third Pro- 
gramme on Saturday. 


Spottiswood Dixon & Hunting 
ltd. handling publicity for West- 
minster Abbey restoration fund. 
Poster now appearing on London 
Underground and main tine 
stations. 
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